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THE COVER 937 OUR NEXT ISSUE 


A new display technique is apparent in this "Whenever the displaymen of this country put The utility displays of Ray M. Martin, Con- 
window designed by Mme. Annot, famous “col- display above their own personal selves and think solidated Gas Company, New York City, will 
lage" painter, for Saks-Fifth Avenue, New York of display as a whole and as a business that is be given a prominent place in the May issue, 


2 ‘ : abolutely legitimate and must be treated as such, . ‘ : 
City. A May night fantasy for the promotion thin; and cele Gen, wl Gdn’ On: 6s while another group of New York windows will 


of flowers for evening wear, dusty pinks, grays, profit es ## should. The yeer choad of us sheuld indicate interesting display treatments from the 
and lemon yellows were employed. A large excel any past year in the display business. Dis- East. The Pacific coast will be represented by 
vase of the flowers stood on a balcony before playmen are gradually realizing that you've got to the striking displays of Bernard Heims, Lipman 
a background of the sea and starry sky. The produce in order to receive."—Erwin A. Hiffman, Wolfe & Co., Portland, Ore., and many other 
figure was dressed in an evening gown of pink president, Hiffman Display Advertising Company, sections of the country will be covered in the 


tulle. (See article on pages 6-7.) St. Louis. twenty or more features. 
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NOT A PRICE 
PROPOSITION 


Your window display campaign, to produce 
maximum sales results, should be on a par 
with your other advertising and sales pro- 
grams. This cannot be done when the in- 
stallation service is bought on a price basis. 





We offer you scientific window coverage, 
the best locations for your product, all dis- 
p'ays of uniform excellence and installed 
on t'me. 


Many leading advertisers know our service 
is economical in the long run, whether the 
campaign be national, regicnal, or local. 


For list of our 142 Associate Offices, cover- 
ing 6,087 cities and towns, write 
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175 Fifth Ave. 560 W. Lake St. 
New York Chicago 
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Art Blus Sales Ability 
Fauals Good Display 


Our world is pervaded and deeply influ- 
enced by the power of artistic ideas. Whether 
the idea is in the form of literature, a mus- 
ical composition, a painting, or a window 
display, it has some effect on those who 
come in contact with it. The depth and 
nature of the impression is determined by 
the thought, inspiration, and _ perspiration 
which enter into the form in which the idea 
is presented. It is the artistic idea with 
power to it that goes over. 

As it is with the world, so it is with the 
store. In the business field there is more 
and more appreciation being given to the 
place of art in merchandising. Interior ar- 
rangement, store fronts of gleaming marble 
and bronze, fixtures, displays .. . all are 
being studied to ascertain the part they play 
in the fight for business. 

Art is important in modern retailing, espe- 
cially in its connection with display. But 
the display created solely for its artistic 
appearance is a waste of time. Displaymen 
now have to merge two apparently conflict- 
ing personalities—that of the artist and that 
of the business man. Retaining the sense of 
the aesthetic, they must design interior and 





By L. G. GREGORY 
L. Frank Company, Washington 


window displays which appeal through pleas- 
ing arrangement and setting, and at the same 
time possess a full-fledged, potent selling 
“hook.” 

It is this “dual personality” which we try 
to bring to the fore in our displays at L. 
Frank Company. Nothing is omitted which 
would add to the attractive appearance of a 
display, yet each is definitely designed to 
sell. 

For example, our entire front may be de- 
voted to a single theme, with every display 
carried out in the same manner, yet with 
enough variation to avoid monotony. Late 
last spring we fo'lowed this plan, using as 
a theme “It’s a Suit Summer.” We capital- 
ized on the label we put in the garments, 
making blowups and attaching them to in- 
directly illuminated . panels covered with 
royal blue patent leather, this same material 
being used for the floor, also. The illustra- 
tion at the right shows a typical window 
display of this series. We do not handle 
men’s wear in our store, but in order to 
bring out the similarity between men’s suits 
and those in vogue for wcmen we put a male 
mannequin in the display. Naturally it cre- 








the white merchandise stood out 
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ated a great deal of interest because it had 
never been done before by our store. 
Another display featured Linen Lady 
blouses, using a background of dark-tone 
drapes against which white cut-out script 
letters were placed. The light blouses were 
on outline fixtures of white wire. In the 
foreground were framed pictures of models 
wearing blouses like those on display. The 
pictures leaned against slanting white boards 
held at an angle by white ropes. 
























—Featuring the L. Frank label, this display 
of women's suits used a male figure to em- 
phasize the similarity of the tailoring. . . . 
Linen Lady blouses were displayed before a 
background of dark drapes against which 
in nice 










contrast— 
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Tennent Again Wins 


April, 1937 


Dortiland Honors 


Picture the following: three months of 
planning and concentration on the most 
modern display and decorative ideas 
background blueprints being drawn and 
turned over to artists and carpenters who 
are experts at creating designs with wood, 
paint, glass, and metal . a crew of elec- 
tricians and engineers installing lighting 
effects. Then add to this setting ten men 
who are top displaymen, the skillful as- 
sistance of a fashion coordination office, one 
of the most beautiful assortments of mer- 
chandise in the Northwest, and the imagina- 
tion and creative genius of Malcolm J. B. 
Tennent. There you have the reason why 
Meier & Frank’s 1937 spring opening win- 
dow displays held thousands of Oregonians 
spellbound and why the store again won first 
honors in the annual spring opening display 
contest which has become a city-wide affair. 

Competition was strong, with the display- 
men of every participating store devising 
new and spectacular display presentations. 
A quotation from a newspaper describing the 





event illustrates the variety of ideas shown: 
“Thursday night (March 11) saw one of the 
most enthusiastic crowds in years turning 
out for the formal spring opening; those 
that were seeing the show for the first time 
or the sixth season agreed that Portland 
displaymen had extended themselves in cre- 
ating outstanding backgrounds. At first 
glance they seemed very simple, but the sim- 
plicity was of the type that takes careful 
planning and painstaking execution. Intri- 
cate lighting, subtle color harmonies, un- 
ostentatious unity, and a more extensive use 
of motion were noted. Surrealistic treat- 
ments, crayon sketches, pieces of sculpture, 
marine backgrounds, and an imaginative use 
of wood and wire showed that art trends had 
influenced the window designers.” 
Unfortunately, space will not permit the 
showing of more than five of Tennent’s out- 
standing displays in this issue, but the illus- 
trations are splendid examples of the work 
which has made him renowned. The first 
picture is of a corner window in which the 





Easter bride was featured. Comments by 
Portland residents indicate that this is the 
most beautiful display ever seen in that city. 
Designed to stir the imagination and to sym- 
bolize the season through a motif involving 
the Flame of Growth, the window was as 
fluid as water, constantly changing in effect. 
Circular steps led up to the glass platform 
on which stood the bride. Mirrors in green 
and amber ran the full length of the window 
in the background. The varying illusions 
were created by the use of three 12-foot 
glass panels etched in a flame design, con- 
tinually revolving. On either side, although 
the one on the right does not appear in the 
photograph, were large panels of black lin- 
oleum which were hand-carved and shaded 
in blue oil. This, as well as all the other 
construction work involved in the displays 
of Meier & Frank, was done in the store’s 
own display department. 

A perfect setting for the flower-garden 
print gown was the column and_ recess 
shown by the second photograph on page 4. 
Carried out in tones of blue, yellow, and 


—Typical of the magnificent 1937 spring 
opening displays of Meier & Frank, Portland, 
Ore., are the two on this page. The one at 
the left created an impression of fluidity by 
the use of three revolving 12-foot glass 
panels etched in a flame design. The cir- 
cular steps led to a glass platform on which 
stood an Easter bride. . . . In the display 
above the background was of wood, topped 
with delicate wire work. The display was 
in blue, yellow, and green— 
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—The men's wear window had hand-carved 
murals in buff and red in an outdoor design 
on linoleum. . . . The third display on this 
page had three flights of spiral stairs which 
carried the eye from the first suit to the 
one at the top by the illuminated window. 
The statue of poplar wood was carved in 
the store's studio— 


green, the background was of wood—not 
composition board, as might be thought. 
The delicate wire work topping the column 
is another of the artistic touches which set 
these windows apart in individuality. 

Three windows called the “three gates” 
made a very striking series. The one shown 
at the top of page 5 was titled “The Barn.” 
It is unique in its sheer simplicity and dra- 
matic lighting. The other two of the series 
followed the same method of treatment. 

Two displays of men’s wear captured the 
interest of everyone who saw them. The 
strength of the technique used for the mas- 
culine backgrounds was most impressive, 
hand-carved murals in buff and red on 
linoleum showing trout-fishing and a West- 
ern design respectively. The floor was of 
blue linoleum. 

In the final display pictured, three flights 
of spiral stairs carried the eye from the first 
suit figure to the one at the top by the illum- 
inated window. The background was green- 
blue, the floor of yellow dash, and real tulips 
blossomed from the pots along the wall. The 
carved statue of Eve was of poplar wood 
and was worked out in the store’s studio. 

Other displays, to be shown in an early 
issue of DISPLAY WORLD, involved a 
children’s window featuring a specially built 
boat floating in a pool of 350 gallons of deep 
blue water, surrounded by seals, otters, tor- 
toise, and other aquatic figures carved from 
balsam. Another water window held a huge 
water wheel turning with its own water 
power ...a hundred gallons going over it 
every minute. 

The care that went into the designing and 
creating of these thirty spring opening win- 
dows is indicative of the planning and at- 
tention given all displays at Meier & Frank’s 
the year around. 

Windows are requested on a2 printed form 
by the department manager and the win- 
dows are allotted from these requests. Dis- 
plays are planned six days in advance of 
installation, and the ten displaymen are 
made responsible for their particular win- 
dows. Show cards are ordered at once, 
which gives the advertising department and 
the sign writers time to finish the cards 
by the date the window is completed. 

Displays for a given day are laid out on 
the window display record sheet and a com- 
plete list, together with department numbers, 
is sent to the advertising department where 
the displays are charged to the various de- 
partments. Three days is the limit for a 
window to remain on view, unless for some 
unusual event. 

When installing some of the more com- 
plicated backgrounds in the corner windows, 
several days are reserved; the small win- 
dows next to the glass to be used for display 
are partitioned off. These are called “dummy 
windows,” and carpenters work behind them. 
While the spring opening windows are being 
decorated the thirty wirdows remain closed 
for practically four days. 
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Saks-Fifth Avenue scores 
With New Technique 


Sidney Ring, whose display genius has 
made the windows of Saks-Fifth Avenue 
outstanding in New York City, must be cred- 
ited for introducing a new display tech- 
nique. Embodying “collage” art as its main 
feature, which means that material objects 
are included as part of a painting, the inno- 
vation attracted so much attention when 
used recently in a series of window dis- 
plays by Ring that the windows were “held 
over” after their scheduled run. 

Inspiration for the idea came to Ring 
after seeing new mural decorations painted 
by Mme. Annot, well-known German-Amer- 
ican artist, in which she had used a marine 
scene. A description of the mural will assist 
in understanding “collage.” In the back- 
ground a painted ship rode at anchor. Over 
it were painted clouds and sea-gulls; in the 
foreground was a still-life of anchor and 
fish. The backs of the fish were sprinkled 
with a few sequins, the table on which they 
rested was of real wood veneer, and the 
anchor was done with metallic paint and 
entwined with real rope. The ground was 
covered heavily with sand. 


Rinz conceived the idea back cf a series 


of displays in which the same art treatment 
could be used: gift boxes to a lady, each 
containing the various accessories to go 
with one suit or dress, thus changing its 
appearance and character and making it 
more suitable for different occasions. 

Mme. Annot, who has made a life-long 
study of the laws of color, did six panels 
for the windows, each being highly enlight- 
ening as to association of colors not com- 
monly in use. Photographs of the displays 
are shown here, and on the cover. 

Aside from their undoubted contribution 
to display art, the windows are particularly 
interesting because of their sales results. 
As an example of their pulling power, the 
display of straw jewelry (the first photo- 
graph) sold all that particular merchandise 
in stock and it was even necessary to re- 
move the necklace from the figure in the 
window. This display was done in shades 
of lemon yellow, black, peach, and orange. 
For the background, three p‘eces of the mer- 
chandise were enlarged in the painting; be- 
tween them was a tiny figure of a woman 
composed of grains, dressed in yellow net, 
and wearing necklace, clips, and bracelets 





of this new type of ornament. The head- 
less figure was dressed in a gown of maize 
crepe with a straw necklace. 

Also on page 6 is a photograph of Ring's 
display of scarves. Here Mme. Annot de- 
cided to use a vista of skyscrapers as seen 
from a penthouse. The buildings were 
sketchily done in the colors of the out- 
standing scarves, the merchandise being ar- 
ranged as butterflies in a March sky of 
green-blue. Pink clouds repeated the Schia- 
parelli pink in one of the scarves. Actual 
flower glasses on the penthouse roof held 
early spring blooms. The boutonnieres were 
of anemone, lemon, and orange, while the 
figure was clothed in a gray suit ensemble. 

A red flower print blouse suggested to the 
artist a wheat field in which a girl, dressed 
in the original blouse, lay at full length. 
One arm was extended, holding a bouquet 
of cornflowers and poppies—a _ boutonniere 
featured throughout the panel. A real bough 
from a tree blossomed with cherry bou- 
tonnieres. Butterflies, the fad for hat orna- 
ments this year, completed the scene. The 
figure wore a black suit and red flower 
print blouse. 

In the upper right hand corner of page 7 
appears a picture of a glove window, the 
merchandise being arranged on three branch- 
es of b'eeding heart and taking the shape 
of this flower. Each pair of gloves was 
suitable for wear with the suit in light and 
dark blue. The three stems of the flower 
started with egg-plant colored suede; one 


—Conceived by Sidney Ring and executed 
by Mme. Annot, famous painter, two exam- 
ples of the new "collage" display technique 
are shown on this page. The first, for straw 
jewelry, was in shades of lemon yellow, 
peach, black, and orange. "Collage" com 
bines real fabrics, sand, grain, and other 
material with the painting of the artist— 
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developed into blues, the second into reds, 
and the third into browns and beige. 

The large photograph on page 7 illustrates 
the “hat tree,” composed in greens ranging 
from the coldest blue-green to a delicate 
linden. Other colors employed in the dis- 
play included: a yellow buttercup toque, 
feather butterflies ranging from mustard to 
blue, actual daffodils and orange roses. The 
mellow tones of brown, ochre—even a pecu- 
liar shade of strawberry—in the painting 
skillfully gathered the variety of colors into 
a harmonious unit. The hats were mounted 
on branches of the tree as naturally as the 
painted flowers. The figure wore a gown of 





brown crepe. The color coordination and 
unusual blending in this background were 
an excellent tribute to Mme. Annot’s ability. 

On the cover is shown a window display 
depicting a May night fantasy for the pro- 
motion of evening flowers in dusty pinks, 
grays, and lemon yellow. A large vase of 
the flowers stood on a balcony before a 
background formed by a painted sea and 
starry sky. The figure was dressed in pink 
tulle. 

Hinting definitely at surrealism in art, 
which has pretty much dominated the field 
in the East this season, the displays were of 
timely interest and the public expressed its 
appreciation of the innovation in no uncer- 
tain form. Evidence of this is shown by an 
advertisement by Saks-Fifth Avenue in the 
following form: “Have you seen our flower 
windows? These six ‘color relation’ win- 
dows, designed by Annot, have occasioned 
so much comment that we are keeping them 
on display until Tuesday, March 9.” 

Of course the important thing about the 


—Three more of the Annot displays for 
Saks-Fifth Avenue. The first, for red flower 
print blouses and boutonnieres, showed a 
feminine figure at full length in a field of 
wheat. . . . Gloves were displayed on three 
branches of "bleeding heart'’ in a variety 
of colors. . . . The large photograph is of 
a display of hats on a “hat tree.’ Colors 
were used in profusion, but were skillfully 
harmonized—- 
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Annot windows, from the merchandising 
standpoint, is that they sold apparel. But 
their interest as a new technique can not 
be denied. The artist succeeded in bringing 
out the essential qualities of the merchandise 
in a manner which was certain to appeal to 
the cultured shopper. When she, for ex- 
ample, underlines a squared hat by a square 
background, or underlines a lyric sweep by 
a curve of semi-relief material of seeds, 
gravel, or chicken food, she is using her art 
to add to the composition of the display and 
to suggest the desirable qualities of the 
merchandise. 

That Sidney Ring was quick to see the 
possibilities of her work as applied to dis- 
play is shown by the fact that the windows 
discussed above appeared as early as the 
first week in March, whereas a_ lengthy 
write-up in the New York World Telegram 
of January 16 hailed as “utterly different” 
Annot’s use of “collage.” 

Quoting from the article mentioned: “Now 
we have something completely new, utterly 
different from anything ever done before 
and extraordinarily attractive—which, still 
devoid of all the surrealists’ sinister and 
unhealthy neuroses, is much closer to their 
work in actual execution and practice. And 
which ought to be even more successful.” 

The six displays with which this article 
deals used a large variety of decorative 
materials in connection with paint and mer- 
chandise. The whole is a stimulating proof 
of what display can mean when bona fide 
art is used as it should be in this particular 

















field—to enhance the appearance of the mer- 
chandise and to make it more readily sale- 
able by adding to its glamour and interest, 
rather than using art in a display simply 
for the sake of art. 

Mme. Annot, incidentally, paid tribute to 
the cooperation of Saks-Fifth Avenue; no 
interference was made with her actual work, 
and she was permitted to carry out the ex- 
periment without even submitting a sketch. 
To this cooperation she attributes much of 
the success of the series of displays. 






















































The largest watch promotion ever brought 
to St. Louis was a successful event due to 
the perfect cooperation of the merchandise 
manager, the buyer, and the display manager. 

The merchandise manager, who is also 
vice-president of Jaccard’s, wrote to Time 
magazine and obtained permission to use the 
heading, “March of Time.” This caption 
tells perfectly the story of the progress of 
Jaccard’s through the years in business from 
1829 to 1936. 

Albert Vaughan, buyer of our watch de- 
partment, wrote to all the watch companies 
with which we do business, asking for back- 
grounds, ancient time-pieces, or anything of 
interest to tie-up with this promotion. The 
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Jaccard’s March of Time 


By THEO TALISMAN 
Jaccard's Jewelry Company, St. Louis 





response was more than gratifying and to 
these companies we are grateful because 
they, too, are responsible for the event’s 
success. 

The third step in this important venture 
was up to the display department. I studied 
the backgrounds, the historical time-pieces, 
and the advertisements of each company. 
After careful consideration I designed a cen- 
tral motif for each window, embracing a 
panel 32 inches high by 28 inches wide. This 
was covered with blue corduroy and bore 
silver cut-out letters with the March of Time 
slogan. I made a 12-inch circle for each 
window, covered it with the same material 
as used for the panel, and again employed 




















silver cut-out letters for the words “1829 
to 1936.” This was nailed on the left-hand 
corner of the panel with a 1-inch by 2-inch 
strip in between the panel and the circle. 
The result can be seen in each of the win- 
dows shown here. In every window I dram- 
atized the most interesting historical time- 
piece or the most important selling feature 
of the merchandise. I also put a statuette 


in each window to add interest and to help 
the impression of continuity in the series 
of displays. 

The Omega Company sent us a timing in- 





strument as used by the pilots of the squad- 
ron of planes under the leadership of General 
Italo Balbo of Italy on their flight from 
Osbettello to Chicago. They also sent us a 
picture of General Balbo, as well as a model 
of one of his planes and testimonials telling 
of the use of Omega watches and timing in- 
struments in international meets, such as 
the Olympic games. 

At the bottom of page 8 there is a photo- 
graph of the ladies’ Hamilton window. In 
this display was a complete selection of 
ladies’ watches as well as two of the time- 
pieces used by the Byrd Antarctic expedi- 
tion. 


The Gruen Company contributed a back- 


—A complete tie-up with historical events, 
both ancient and modern, marked Jaccard's 
"March of Time" watch promotion. At the 
left, above, is a display featuring a model 
of the plane of General Balbo. . . . The 
small cut is of an interior display in which o 
large oil painting was used to depict “time.” 
Ribbons led to an explanatory chart. . . 

Ladies’ Hamilton watches were shown in the 
third display illustrated on this page; in- 
cluded in the window were two of the 
watches carried on the Byrd Antarctic 
expedition— 
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—The Gruen display portrayed different 
steps in the manufacture of fine time-pieces. 
Numerous old watches showed the contrast 
between them and the modern watch... . 
The Movado Company supplied a modern 
display piece which was flanked by glass 
oanels bearing actual merchandise. . . . The 
watch worn by Col. Lindbergh on his epochal 
flight from New York City to Paris was the 
feature item in the displays devoted to 
Le Coultre and Longines time-pieces— 


ground and a collection of historical watches. 
I b lieve I got my inspiration for this win- 
dow last summer when I visited the Gruen 
pla:.: while I was attending the I. A. D. M. 
convention in Cincinnati. I was very much 
impressed with their beautiful home and the 
splendid view of the city from Time Hill. 
The window card for this display reads, 
“Beiutiful watches from beautiful Time 
Hill.” 

The Movado Company sent us a lovely 
modern background with the actual watches 
mounted on two glass panels. The Movado 
watch is exclusive in St. Louis with Jac- 
card's 


De 





he Le Coultre watch was discovered by 
one of the men in our organization while on 
a buying trip in Europe. He had a con- 
signment of watches sent on to Jaccard’s. 
The lower cut on page 9 shows a window 
which contains a watch that has a band 
made of elephant hair; a calendar watch 
that tells the time, the day, and the date 
of the month; and a time-piece that has the 
stem in back of the watch. I placed a card 
by each of the watches, explaining the fea- 
tures. 

The Longines watch company sent us one 
of the most famous watches in modern times 
—the Lindbergh watch, worn when he 
crossed the Atlantic in his flight from New 
York City to Paris in the “Spirit of St. 
Louis.” Longines also sent us an enormous 
watch movement which made an interesting 
display piece. 

In the Hamilton historical window (not 
illustrated), I used some very old time- 
pieces which included a replica of a clepsy- 
dra made in England in 1682. Water is the 
spring for this particular form of clock. 
Also there appeared a replica of King 
Alfred’s candle as used one thousand years 
ago, a sun dial clock, and others. 

The interior of the store was treated in 
the same careful manner as the windows. In 
the front of the department I made a panel 
with the words, “Time marches on with 
Jaccard’s.” For each side a panel was made 
reading “1829 to 1936—Jaccard’s march of 
time, presenting Elgin, Gruen, Omega, Mov- 
ado, Longines, Hamilton, and Le Coultre.” 
The Elgin watch company sent us a mag- 
nificent oil painting depicting “time.” This 
was placed in a prominent section of the 
store, with ribbons leading from each char- 
acter to an explanatory card. This is seen 
in the small cut on page 8. 

Good newspaper advertising added the 
final touch to a splendid promotion which 
Was an unqualified success. It was made so 
because of the perfect cooperation among the 
merchandise manager, the buyer, and the 
display manager.- No director of a display 
department can be fully successful unless 
this spirit of cooperation exists. 
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Maintaining A Tradition 


By HENRI W. THIMELL 
Bergdorf Goodman, New York City 


Business establishments begin to take on 
individuality as the years pass by. Gradually 
each begins to establish its own identity with 
its patrons: this one is noted for its variety, 
that one for its “homey” atmosphere, still 
another for some other factor which has 
become accepted by the shopping public as 
embiematical of the store. 


Thus it has been with Bergdorf Goodman, 
noted for the exclusiveness and originality 
of its merchandise. It is needless to say 
that such a reputation is an exceedingly 
valuable asset to the store and one which 
is carefully encouraged. Advertising, whether 
in publications or in the form of displays, 
must be designed to contribute to this tradi- 
tion. 


It is interesting to note that at Bergdorf 
Goodman we are confronted with one dis- 
play obstacle not usually encountered in the 
average store: we do not dare show our 
finest merchandise in the windows because 
it would undoubtedly be copied. 


In planning our windows we always have 
to consider the French interior of the shop 
since the windows are of the open type, 
draped with gray silk curtains. We have 
to make an exception in the case of our gift 
windows, but we try to keep them as simple 
as possible. Just recently we installed new 
backgrounds in the former Dobb’s building, 
the windows of which we have been using 
for the past six years. They are also draped 
in the same gray silk as the Bergdorf Good- 
man windows, but the backs are entirely 
closed up and are more in the modern 
manner. 


Describing the three displays shown here: 
the first is a gift window in which the floor- 
ing was covered with gold metal cloth. The 
fixtures were painted white and were illum- 
inated by lights placed under each shelf. 
The madonnas were “Lenci’s,” imported from 
Italy. Fresh flowers added a touch of nat- 
ural color. 


The center photograph shows a display of 
formal apparel, casually arranged. The 
dress was in wine and purple, while the eve- 
ning wrap was wine colored. The shoes 
were gold and silver. Two spotlights were 
used to bring out the display, one having 


a beam of pink light and the other one of 
blue. 


The third picture is of a display of shoes. 
The displayer was made of wood, painted 
white. Black velvet was used for the back- 
ground, and electric lights were installed 
under the center shelf. 





Displays that are kept as inelaborate as 
Possible seem to convey the impression of 
exclusive merchandise, hence simplicity is 
the form we follow in our windows so that 
they may contribute their part to maintain- 
Ing the established tradition of Bergdorf 
Goodman. 
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*“Tropic Topics” 


While Tulsa shivered in the grip of a 
cold wave, tempting cruise wear delighted 
a throng of ladies who packed the Crystal 
ballroom of the Mayo hotel on Saturday 
afternoon, January 30, for Vandever’s an- 
nual style show. 

This yearly event always brings together 
Vandever’s, the Cunard White Star Lines, 
and Tulsa’s society. It is during the lunch- 
eon fashion show that this city’s society 


By RICHARD A. STAINES 
Vandever Dry Goods Company, Tulsa 


women literally pack the spacious ballroom 
in order to view at their leisure the smart 
cruise wear that is modeled by lovely uni- 
versity co-eds to lilting tropical music. 

We plan these affairs weeks in advance 
in order that they may be flawless and staged 
with clock-like precision. The occasion is 
always tied-in with our newspaper publicity 
and our display windows, as are all other 
major promotions. 











Due to the importance of this style show, 
our merchandise manager not only urged 
our apparel buyers to obtain the fine-t, up- 
to-the-minute fashions the market afforded: 
he got in touch with the Cunard White Star 
Lines’ executives so they could send a rep- 
resentative to explain Southern cruiscs and 
book passages in our sports shop. We also 
obtained from them the model of the “Queen 
Mary,” fully wired for lights, giving a beau- 
tiful night effect when fully illuminate 

You will notice in the first two photo- 
graphs on page 13 the unusual effect ob- 
tained in our windows promoting the fashion 
show. [ 


Large palm trees served as a frame 
for a scene from the tropics, with an ocean 
liner leisurely sailing through a_ beautiful 
sea whose shores were covered with grace- 
ful palms. In the background distant moun- 
tains were visible, while in the foreground 
appeared two imposing flamingos, one in 
full flight and one resting among the trees. 
In order to bring out the tropical atmos- 
phere, two huge cutouts of native girls hold- 
ing baskets laden with tropical fruits were 
used as a frame for this particular window. 
These cutouts measured 8 feet in height— 
and like the rest of the scenery were painted 
in natural colors. The model of the “Queen 
Mary” rested on an illuminated sea and was 
surrounded by rubber waves, giving a very 
realistic effect. Three mannequins displayed 
evening gowns in the new flower print de- 
sign, so popular just now, and according to 
fashion magazines just the thing for a cruise 
wardrobe. 

Of particular interest in this display is the 
lighting, as will be seen from the two pic- 
tures, the first taken during the day and 
the other at night. The atmosphere of the 
window is brought out in dramatic form, 
while enough diffused light strikes the man- 
nequins to bring out the apparel. All our 
cruise settings were arranged in a similar 
manner. Customers are still speaking of 
the beauty of the lighting employed, which 
of course makes a displayman feel very 
pleased. 

In the pictures on page 12 the same gen- 
eral idea for a setting was carried out. The 
backgrounds were most appropriate for the 
display of swim and play suits. To add 
more realism to the window the models held 
bows and arrows, with a target in the back- 
ground; these suits, incidentally, are very 
appropriate for the sport of archery. 

The last photograph shows an entire “L’- 
window. Dividing the end displays were 


—Two displays of the swim and play suits 
shown by Vandever's during their annual 
cruise wear style show. Cut-out palm leaves 
in natural colors framed an exotic bock- 
ground setting in which an ocean liner trav- 
ersed blue seas before a group of moun- 
tains. Full provision was made in each <is- 
play for dramatic lighting, as explained in 
the article— 
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—In the pictures at the right a variant of 
the background was obtained by framing 
the scene with cut-out figures of native 
women, each 8 feet high, bearing baskets 
of tropical fruit. The novel lighting of this 
series of displays is shown by the second 
picture. Enough light is diffused from the high- 
lighted objects to illuminate the gowns— 


—The lower photograph illustrates an "L'- 

window. The two mannequins in the center 

were posed before a reproduction of a 

shuffle-board layout, and the figures held 
sticks for the game— 


two riodels dressed smartly in sports cos- 
tumes for deck games: each model held a 
shuffic-board stick. For background one 
sees « reproduction of the shuffle-board lay- 
out found on liners. 

Other displays in connection with this pro- 
motion are not shown in this article. How- 
ever, they were of frocks and suits for deck 
wear, and displays of the correct luggags 
for cruise travel. 

The promotion was very successful from 
a selling standpoint, and several passages to 
the tropics were booked by the representa- 
tive of the steamship line. 





Palm Beach Contest 
To Be Repeated 


The Weisbaum Bros., Brower Company, 
Cincinnati, manufacturers of Palm Beach 
neckwear, has announced that the success 
of the window display contest sponsored by 
the firm in 1936 has impelled them to use a 
similar form of promotion this year. Prizes 
have been generously increased, the first 
prize in the 1937 contest being $500. <A total 
of $1,500 will be awarded, ranging down to 
$50 for eighth prize and ten honorable men- 
tion awards of $25 each. 

The contest will extend from June 1 to 
July 1. The rules are simple: no material 
will be furnished for displays; articles used 
in the displays must be the property of the 
store; all windows are to be photographed 
at the contestant’s expense; all photographs 
submitted become the property of the spon- 
sors of the contest. Pictures should be 
mailed to the company at Cincinnati by 
midnight, June 30. 

In 1936 the following stores were winners 
of the contest: first, Rogers Peet Company. 
New York City; second, Moore’s, San Fran- 
cisco; third, B. R. Baker Company, Cleve- 
land; fourth, Jacob Reed Company Phila- 
delphia; fifth, Harris & Frank Company, 
Los Angeles; sixth, Max Adler Company, 
South Bend, Ind.: seventh, Scruggs, Vander- 
voort & Barney, St. Louis; eighth, Burdine’s, 
Miami: ninth, The Hub, Steubenville, Ohio; 
tenth, Shulman & Co., Norfolk, Va. 


Twenty Cents Per Foot 
For 1939 Fair Space 

A hase price of 20 cents per square foot 
has been established for building lots on the 
site of the 1939 World’s Fair, New York 
City. Interior exhibit space will be sold at 
$14 per square foot. Exhibitors who plan 
to build their own buildings will also have 
to pay front foot charges of $25, $15, or $5 
per lineal foot, based on the importance of 
the location relative to traffic volume. 
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Fntire Exterior of New Store 


Used For Display 


The grand opening of Wieboldt’s new 
store in Oak Park, IIl., on March 5, 1937, 
marked not only the completion of another 
large Wieboldt unit, but one of the few en- 
tirely modern retail merchandising houses 
in America. 

Hundreds of stores all over the country 
have undergone modernization during the 
last two years; few large department stores, 
however, have been built from the “ground 
up” during this time. 

When the corner stone of Wieboldt’s was 
placed in July, 1936, a thoroughly modern 
structure was begun—new materials, new 
architectural ideas, new exterior advertising 
methods, new interior layouts for better mer- 
chandising, and streamlined store equip- 
ment. All were incorporated into the build- 
ing of this store in order to make it perform 
the best possible merchandising job. 

There are so many angles of interest to 
the new $1,000,000 store—the sixth of the 
Wieboldt units—that it is necessary to limit 
description. Let us, therefore, consider the 
most unique aspect . .. the method in which 
the entire exterior has been used for display 
purposes. 

At the juncture of two heavily-traveled 
streets, four lighted bands of glass blocks 
spread out horizontally at right angles to a 
wide center column of luminosity. These 
smooth running bands of light may be seen 
for a mile or more, stamping on everyone’s 
mind the great size and progressiveness of 
the Wieboldt organization. The store domi- 
nates its locality with simple modern dig- 
nity and generous radiance of illumination. 
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The four longitudinal planes of light and 
the one center vertical plane, although all 
constituents of a formalized “stream-line” 
architectural pattern, are silhouetted against 
the darkness as individual units. 

The show windows—which are a particu- 
larly important part of any store exterior 
whether it be old, modernized, or new—have 
in no way been subordinated to the novel 
use of glass blocks. The entire pattern of 
the store exterior derives its unity from the 
brightest and only continuous band of light 
at the base—the show windows. Thus, al- 
though Wieboldt’s employed very profitably 
the spectacular effects which glass blocks 
afford, the company did not forget that its 
greatest customer-attraction agent is its 
show windows. 

Wieboldt’s is a department store. Its show 
windows tell the public what merchandise it 
has to offer, and further, the ground floor 
must retain the greatest attention in order 
that the prospective customers will gravi- 
tate to the doors. This necessary importance 
has been given to the show windows in two 
subtle and harmonious ways: (1) by design- 


—Glass bricks, -illuminated as a by-prod- 
uct of the store's general lighting, lend 
a novel touch to the appearance of the 
new Oak Park, Ill., unit of Wieboldt's. 
Care has been taken, however, to be sure 
that high intensity lighting in the display 
windows will cope with the attraction of 
the four horizontal and one vertical bands 
of light. (Photographs courtesy of Curtis 
Lighting, Inc.)—— 
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ing them to create an illusion of unity and 
continuity at the base of the building: (2) 
by utilizing smooth, high-intensity widow 
lighting against a white background, which 
makes the show windows much brighter and 
more vivid than the glass block bands :bove 
them. 

In a new store of this type, where |)uild- 
ing materials and equipment are functional 
and efficient . . . and under conditions 
where the show window lighting has ‘to be 
outstanding from a display angle as well 
as to contribute to the architectural effect 
of the entire structure it is interesting 
that no unique display lighting system 
needed to be evolved to meet the demands. 
Standard show window “X-Ray” reflectors 
have been installed in this whole series of 
windows. 

In nineteen windows, 173 reflectors have 
been mounted on 9-inch centers. Each re- 
flector is equipped with a 500-watt lamp. 
At 9:30 in the morning, store opening time, 
the entire show window circuit is turned on, 
burning 9,500 watts an hour until 4 o'clock 
when every other reflector is turned off, thus 
cutting the wattage consumption in half. A 
total of 4,750 watts burns until 11 p. m., at 
which time the interior, the marquee, and 
the show window lighting are all turned off 
for the night. 

The simplicity of the white window back- 
grounds serves a double purpose. As ex- 
plained, it lends to the architectural design 
of the store. Having no pronounced variety 
in the backgrounds does not tend to develop 
one display after another as individual units 
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—John J. Valentine is display manager of the 


new Wieboldt establishment. Three of the 
opening displays are shown herewith. The 
average window dimensions are 1214 by 6% 
feet, while the three furniture windows are 
914 feet deep. Mounted on 9-inch centers, 
173 reflectors are used for the complete 
battery, each reflector being equipped with 
a 500-watt lamp. The entire window cir- 
cuit is turned on each morning at 9:30, 
burning 9,500 watts per hour until 4 o'clock 
when every other reflector is turned off. At 
i| p. m. all lights in the windows and 
the marquee and interior are turned off for 
the night— 


and thus interrupt the sweeping glance of 
the zeneral observer. However, from the 
dispiayman’s angle, these window settings 
are ‘o be highly commended. The white 
backgrounds provide the best reflecting color 
for the intense “X-Ray” lighting, thereby 
helping to increase the level of light in the 
show windows. Second, the merchandise 
which, in the average case, is dark, stands 
out vividly—with impelling severity—not de- 
tracted from by any elaborate or faddish 
setting. 

This straight-forward presentation of dis- 
play proves both efficient in impressing the 
passersby and economical for the medium- 
priced department store. Windows may be 
retrimmed often without major alterations, 
expensive backgrounds or time-taking diffi- 
culties. 

The nineteen display windows tell a com- 
plete story to the general observer of Wie- 
bolt’s great range of merchandise, beginning 
with the large-size goods displayed in the 
three furniture windows (at the extreme 
right and reading to the left) until finally 
at the opposite end of the battery the smaller 
necessities and luxuries of the average per- 
son’s life are interestingly exhibited. 

The average dimensions of the windows 
are 1214 by 6% feet while the three windows 
for the furniture displays are 9% feet deep. 
The corner window has no supporting col- 
umn although it is 24 feet across. The 
majority of the windows have been built 
with relatively small dimensions in order 
to facilitate concentration of the pedestrians’ 
attention on the display of style merchan- 
dise. 

John J. Valentine, display manager, Wie- 
boldt’s Oak Park unit, is responsible for 
this panoramic window set-up and the sim- 
plicity and good taste shown in the indi- 
vidual displays. The excellent show window 
illumination—smooth, high and attention- 
demanding—is greatly responsible for the 
clarity and merchandising punch which these 
displays have to such a marked extent. 

It is apparent that with a striking modern 
Marquee, such as Wieboldt’s, the show win- 
dow lighting is thrown into hard competi- 
tion with the marquee lighting in the battle 
for attention. In fact, the lighting must be 
of outstandingly high quality. A close 
Scrutiny of the individual photographs, espe- 
cially the one of the corner window, shows 
the absence of annoying reflections from 
across the street and the passing traffic. 

The marquee extends 9 feet from above 
the windows virtually to the street line; it 
Is fitted with 1,668 25-watt lamps running 
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in three parallel rows for a total of 400 
feet, creating a brightness equal to that used 
under many movie theatre canopies. 

No matter how attractive the displays are, 
unless the window lighting is sufficient and 
smooth enough to draw attention from the 
aura of brightness under the marquee, the 
displays will be unproductive. It is apparent 
that this difficulty has been overcome by 
correct window lighting and that the selling 
story goes over with real eclat. 








Illinois City Sponsors 
Display Contest 


The chamber of commerce, Aurora, IIL, 
a short time ago acted as sponsor for a 
window display contest in which participat- 
ing stores displayed in their windows set- 
tings suggestive of motion picture titles. 
Customers attempted to compile a correct 
list of the titles portrayed. A total of $100 
in prize money was awarded. 
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Better Display A Feature 
of Modernization Pian 


Business at the L. Fish Furniture Com- 
pany’s store on Lincoln avenue, Chicago, is 
no longer “going on as usual.” It is being 
conducted at an increased and record pace. 
This neighborhood store has just emerged 
from its former state with a fine new black 
Carrara glass front, the first and second 
floors have been remodeled, and the third 
and fourth floors have been given a re- 
juvenation treatment. 

The completion of this unit marks the 
consummation of a planned modernization 
program which was started last fall with the 
remodeling of the company’s Englewood 
store; within the limits of a $25,000 modern- 
ization budget, four additional units have 


“By VIVIAN VORSANGER 
New York City 


been added to this company’s Chicago chain. 
The work was under the direction of Robert 
Heller, New York City industrial designer, 
who, with paint, color and new display back- 
grounds, has created a series of lively, in- 
teresting and up-to-date selling floors. 

The L. Fish Furniture Company does a 
large installment business and its outlets 
are in the nature of local stores. In design- 
ing the new facade for the Lincoln avenue 
store (as shown) Heller provided a new but 
definitely simple and unsophisticated exte- 
rior that would meet the ideas of the par- 
ticular type of clientele found in this section 
of Chicago. The black glass front, with 
bronze trimming and high-intensity yellow 








neon lighting, was erected within the record 
period of ten days at a cost of only $4,000, 

The problem of converting the unattractive 
and outmoded interiors was approached 
first of all as a sort of “cleaning-up” proc- 
ess. The buildings are all of the type 
known as “loft” and are not unlike hun- 
dreds of others throughout the country. 
What was done in Chicago to make these 
stores bright and colorful and to lend life 
and interest to the displays may suggest an 
approach to similar problems. In modern- 
izing buildings of this kind there are fre- 
quently defects such as metal ceilings, sprin- 
kler systems, ugly windows, and massive 
columns that are basically unalterable. To 
change the aspect of these old-time build- 
ings, therefore, one must depend on strat- 
egy of color and display features. What 
can not be removed can often be camou- 
flaged. In applying his beauty treatment to 
the Fish Company’s units, Heller removed 
all the old-fashioned mouldings, ceilings 
were painted white, and background screens 
of Masonite in strong modern colors were 
used over the original craftex walls. With 
smooth, modern surfaces it has been possible 
to achieve plane lines and flowing, unbroken 
areas. 

As part of the modernization program, 
particular attention was paid to the realloca- 
tion of departments and the bringing to- 
gether of sections in the form of interior 
shops and special displays. Linoleum was 
made a special feature of the floor covering 
department and now occupies the wall that 
was formerly a series of outside windows 
looking out on an ugly elevated line. A 
partial wall of Masonite was built up over 
these windows, the upper section being a 
series of ventilating louvers that were made 
a part of the architectural scheme. Masses 
of yellow and white were used as _ color 
treatment, accents of brown appearing in the 
cut-out lettering, mouldings, and edges of 
the linoleum racks. The adjoining rug dis- 
play was likewise made a display feature. 
Lighting by means of old-fashioned flood 
lights spotted on the merchandise was re- 


—tThe store front of L. Fish Furniture Com- 
pany, Lincoln avenue, Chicago, "before and 
after." The old front was replaced with 
black Carrara glass; the new front was de- 
signed and erected within ten days at 
total cost of $4,000. The glass is trimmed 
with bronze, while the letters are illuminated 
with high-intensity yellow neon. The front 
was purposely kept simple and unsophis? 
cated to attract the type of neighborhoo 
business found in this section of Chicag< 
Business at this location has shown a decide: 
increase, even in the short period of tim 
since completion of the renovation— 
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placed by direct lighting from the back of 
the deep canopy or valance placed over the 
rug racks. 

The main floor of the Lincoln. avenue 
store is no longer a chaotic sea of merchan- 
dise. Against a soft gray and white back- 
ground with bold and emphatic touches of 
blue in the cut-out lettering, mouldings, etc., 
merchandise has been rearranged in an or- 
deriv and attractive way. At the left of the 
front entrance we find a modern, individual 
setting for small electric appliances. A wide 

: aisic running to the rear of the store, where 
rd & the new offices are located, separates radios 
and the major electric appliances. Through- 
out the store this idea of more intimate and 
ed personalized display has been followed and 
color has been made an interesting and 






















































pe vitalizing factor. We find gray-blue and 

a maroon used with effect as a background for 

‘y: dining room furniture; bedding and blankets 

sy shown against pinky beige and terra cotta; 

al juvenile furniture in a setting of two shades 

- of blue combined with white and gayly en- 
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4- —tThe first photograph shows a section of 

- 0 Se le the third floor of the Fish Company's Loop 

mn store. In the blanket corner illustrated the 

a ceilings are white with pink beige and terra 
cotta contrasted as background wall colors. 

to The Loop store is one of five belonging to 

d the same firm and included in the moderni- 

zs zation program explained in the article. 

1S Total cost of modernization for the five 

re stores, $25,000. . . . Dining room furniture is 

h displayed in the Loop store in individual 

‘* sections. Tones of gray-blue and maroon 

| form interesting background colors. The 

- white of the ceiling has been continued to 
form the upper section of the side walls; 

n, lettering and the bases of the dividers are 

1- in maroon. ... Smaller electrical appliances 

)- are brought together in this section of the 

Ir main floor of the Lincoln avenue store. Gray 

Ss and white are combined as background 

2 colors for this floor, with emphatic touches 

it of blue in the lettering, moulding, etc.— 

'S 

A 

Tf 

a livened with cut-out wooden figures. 

le As an aid to display selling extensive use b 

5 has been made throughout the selling floors 

yr of low dividers. In this way large areas 

e have been made to appear as individual 

yf groupings, ensemble displays and effective 

\ ; color spots. At the same time the installa- 

B. tion of five model rooms has been made a 

d feature of the bedroom furniture department 

- and three model rooms have been added to 


the living room furniture floor. 





New Perfected Rug 

Dye Announced 

Helms Chemical Company, 179 West Wash- 
ington boulevard, Chicago, announces a 
newly perfected rug dye to be marketed 
under the trade name, Dy-O-Rug. It was 
developed by Earl T. Helms, who originally 
Created Rug-Nu, still manufactured and 
which was used so extensively and satisfac- 
torily for many years. The new dye concen- 
trate is ideal for re-coloring and rejuvenat- 
* rugs, carpets, draperies, and other tex- 
tiles. 
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Style Show Takes Theme 
From Old Masters 





For our formal spring opening displays 
we used practically the entire battery of 
twenty-six windows on three sides of the 
store, each display following a central idea 
but differing in the method of presentation. 
The theme for the fashion show which was 


By L. T. RIESENBECK 
Alms & Doepke Company, Cincinnati 








the principal feature of the event was a 
tie-in with celebrated paintings, which sug- 
gested the displays on which we eventually 
decided. The dramatic subject, inspired by 
the glowing colors of Rubens and the femi- 
nine frills of the ladies of Gainsborough’s 


pictures, had as a secondary motif the anni- 
versary on February 14 of the composi'ion 
of the Blue Danube waltz by Johann Strauss, 

In the corner window shown below—-the 
key window at Main and Parkway—a cer !ral 
figure dressed to symbolize the immcrtal 
song was placed on a short stairway. ‘this 
was flanked on each side by mannequins in 
costume, one typically Rubens and the o:her 
Gainsborough. 

Following on down Parkway were other 
windows showing modern adaptations of 
these master painters—dance frocks, wraps 
and capes, daytime frocks, suits and coats. 
Within each window was constructed a large 
gold picture frame 8 feet high by 10 feet 
long. The setting definitely conveyed the 
impression of an oil painting. The back- 
grounds of the displays were alternately 
black and white, made with “Velton” dis- 
play material. The tubular reflector, as used 


—Following the "old master" theme for its 
formal spring opening, the Alms & Doepke 
Company, Cincinnati, used a battery of 
twenty-six windows to show the connection 
between the art of Rubens and Gainsborough 
and modernly styled apparel. The corner 
window below shows mannequins dressed to 
represent figures by each of these artists. 
On the stairway was placed a mannequin 
symbolical of the Blue Danube waltz— 
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—Another corner window was given over to 
an institutional display in which a negligee- 
clad mother was placed within a large gold 
picture frame. Show card copy stressed the 
fact that the Alms & Doepke Company has 
served the families of Cincinnati for seventy- 
one years. The other photograph shown on 
this page illustrates how each window held 
an 8-by-10-foot picture framed to carry out 
the “old masters" tie-up— 


above paintings, was simulated for each 
display. , 

\Ve tried to stress the fact that the stylists 
of today have made use of the art of the 
old masters for modern apparel; to emph 
size this we made framed reproductions 
famous paintings a part of the displays. Old- 
fassioned frames and pictures were _ bor- 
rowed for this purpose from the local art 
museum and public library. 

In the Sycamore and Parkway corner 
window appeared a charming family group 
display—a mother in a striking new negligee, 
holding a baby in her arms and with two 
children standing beside her. Copy on the 
window card played up the fact that for 
seventy-one years our store has catered suc- 
cessfully to the needs of the families of 
the community. The family theme was re- 
iterated in an oil painting at the left of the 
window. 

Because of the internecine warfare in 
Spain there has been much interest focused 
on that unfortunate country; probably as a 
result there is a definite Spanish feeling in 
some of our new spring fashions. Recogniz- 
ing this, we devoted two window displays to 
brilliant chiffon gowns, lace mantillas, and 
heavy gold jewelry. Added to the colorful 
windows were two beautiful shawls, the 
property of two very old and fine Spanish 
families, brought recently from Spain. 
Framed paintings of Spanish ladies com- 
pleted the displays. 
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A style show was held in the ready-to- 
wear salon on the second floor, the modeling 
taking place on an especially constructed 
platform extending approximately 400 feet, 
which is the length of the store. Two shows 
were given on succeeding afternoons and 
one at night. The attendance exceeded any 
show previously given by this store. Men, 
women, and children modeled the apparel 
especially selected by Miss Blanche Meyer, 
ready-to-wear and accessories merchandiser, 
in a manner which did much to insure -the 
success of the promotion. The Blue Danube 
was of course the music featured by the 
orchestra. 

The complete effect of the spring opening 
promotion was exactly what we had hoped 
to achieve—a modern picture gallery of new 


fashions. The style show and the window 
displays evoked the acclaim of all those who 
saw them. 


New Display Courses 
Open in New York 


Elliott H. Marrus, business manager, The 
Academy of Display, has announced the 
opening of the school’s courses in window 
and interior display of women’s wear. Em- 
phasis will be placed on display as a vital 
part of merchandising. Instruction is by 
individual projects in which the student con- 
structs a display under the guidance of in- 
structors. Courses are offered for mornings, 
afternoons, or evenings. The school is 
located at 8 East Forty-first street. 
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Dre-Tested Display Campaigns 
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Insure Results For Pioneer 





The Pioneer Suspender Company, Phila- 
delphia, leaves nothing to chance when plan- 
ning its display campaigns. The executives 
of the firm believe intensely in the impor- 
tance of display as related to sales and in 
the value to displaymen in the movement of 
merchandise from the dealer’s stock. Ac- 
cordingly each item of display, whether i: 
be a set piece for a window or a small coun- 
ter unit, is tested thoroughly before being 
placed in production. 

Three different organizations must approve 
proposed Pioneer displays before they are 


formally adopted by the firm: first, the ex- 
ecutives of Merchandising Arts, Inc., Chi- 
cago, producers of the display material used 
by Pioneer; second, a selected group of re- 
tailers and their displaymen; and _ finally, 
Pioneer. Thus, in addition to being full of 
“sell,” the displays are practical in terms of 
retail store requirements. 


One of the fundamental rules at Pioneer 
is that every executive must keep an open 
mind to new developments. Another is that 
members of the organization must not be 
satisfied with past performances. As a re- 
sult, they keep closely in touch with mer- 
chants and certain display directors with 
whom they have had the opportunity of mak- 
ing personal contacts. This has proven very 
valuable to the firm and accounts for many 
of its deviations from the beaten path in 
display produced for retailers. Quoting Moriz 
M. Dreyfus, of Pioneer: “We bear in mind 
at all times that our customers are not run- 
ning art galleries, but are trying to sell more 
merchandise at a profit. Therefore, when 
we find out frotn displaymen that a certain 
type of display material—which might have 
a great deal of ‘flash’ and even be in general 
use by other manufacturers—doesn't sell 
merchandise, we steer clear of that type of 
display material. 

“For example, there is always a tempta- 
tion to develop some sort of very large dis-~ 
pensing unit to be set out in the aisle of the 
retail store, to serve the dual purpose of 
making the manufacturer’s name very prom- 
inent and also placing the merchandise right 
in the path of the consumer. Unquestionably 
such a unit does sell. It is valuable to the 
retailer and we have found at times that 
certain stores have used it. Our retail con- 





tacts, however, with store owners, buyers, 


merchandise men, and display directors indi- 
cate to us that the amount of space such a 
fixture takes up in the store is not justified 
by the amount of volume that can be done 
on an accessory item such as ours. ‘That 
this idea is a sound one seems borne out by 
the fact that most of the retail stores which, 
a few seasons ago, accepted such a disjlay 
unit from a manufacturer have since re- 
moved the fixture.” 

Pioneer tries to retain a sense of propor- 
tion, it is plain, by attaching the utmost im- 
portance to the dealer’s attitude toward dis- 
play material, having learned that it is poor 
business for a manufacturer to flatter him- 
self in any way that is detrimental to the 
interests of the store which will have to sell 
his merchandise. This is not minimizing the 
value of their products; belts, garters, 
braces, and jewelry buckles are very im- 
portant to the dealer because of the mark-up, 
turnover, and the increased volume they rep- 
resent. But if a store has room in its aisle 
for a big selling unit, then that unit should 
be a table for shirts or a rack for the display 
of neckwear, or devoted to similar service, 
Pioneer believes. 

To give another illustration of the firm’s 
respect for the opinions of the dealer and 
his displayman, Pioneer uses itinerant dis- 


plays only in a supplementary way due to 


the fact that the company has found that 
many retailers feel that there are disadvan- 
tages attached to the traveling display. 

All display material is provided gratis by 
Pioneer to the firm’s accounts; traveling 
salesmen are impressed with the value of 
display and emphasize to their customers the 
desirability of using it to best advantage. 
They are equipped with portfolios which 
illustrate the display material available. In 
the larger centers where the selling is done 
in a sample room some of the actual displays 
are on view, trimmed with Pioneer merchan- 
dise to show exactly how they will look in 
use. Any customer may have any of the 
display material that he can and will use. 
There is no limitation placed on them aside 
from the logical one that to use the “Stream- 
lox” brace displays, for example, the dealer 
must have bought such braces. 

Further encouragement to use Pioneer dis- 
play material is given the dealer by the 
salesman, who ties in the displays right with 
his merchandise presentation. In other 
words, the merchandise is not just sold by 
the pound; its uses are sold, and the dis- 
cussions of the salesman with the trade are 


—Displays of Pioneer products by Pau! 
Hale, Sessels Clothing Store, Decatur, Ill. 
and Ray Parks, Leavitt Stores Corporation 
Manchester, N. H., respectively, in the na- 
tional contest conducted by the Internationc 
Association of Display Men last year. Parks 
display was winner of the grand prize— 
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along the line of what it will do for the 
consumer, how it will do it, and how best 
to present it.to the customer. Buyers who are 
display-minded are naturally able to visual- 
ize the possibilities of such a tie-up. Those 
who are not display-minded, of course, do 
not get the full significance. Either type 
could benefit very materially if it were pos- 
sible for him, when he views the line and 
is buying, to have the store’s display direc- 
tor present so that he, too, can picture ways 
and means of promoting the merchandise. 
In a general way, Pioneer does not make 
qa distinction in the material sent to class 
“A “B”’ or other stores. The stores them- 





selves make the distinction because the Pio- 
neer display material is specific in nature. 
If a store can buy certain types of merchan- 
dise on which displays are available, then 
they can have the material fitting it. If be- 
cause of their size or their volume limita- 
tions, or the type of trade they cater to, 
they can not buy that merchandise, then the 
display material pertaining to it would be 
useless to them. 

The firm does, however, have a de luxe 
display. This season it takes the form of a 
wood and metal frame into which fit the 
large display cards of Pioneer. It is sent to 
the very big stores to be retained perma- 
nently by them. As subsequent large display 
pieces are developed they will be made to fit 
these frames so that the stores can continue 
to get service from them. 

Pioneer has conducted display tests in re- 
tail stores at various times; as a matter of 
fact, it might. be said that the company is 
constantly conducting such tests—the reor- 
ders from the merchant indicating the value 
of the display material more conclusively 
than any other factor. Again quoting Moriz 
Dreyfus: “We know that Pioneer display 
material sells merchandise; it is designed to 
present our products in an attractive and in- 
teresting way, but we try to take every pre- 


—Pioneer material for window and counter 
displays is pictured above. At the left is a 
container and display for sport belts; at the 
top are counter cards designed to make 
it easy for the shopper to inspect the mer- 
chandise; at the right is a group of displays 
which illustrate the effectiveness of this firm's 
display aids— 
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caution to guard against the display over- 
shadowing the merchandise. I have had dis- 
playmen tell me of numerous occasions when 
this or that display stopped thousands of 
people at the window but that had to be 
‘pulled’ after forty-eight hours because it 
was not selling. In other words, the display 
over-powered the merchandise; the consumer 
saw that the display was beautiful or in- 
genious or clever, but his thoughts were 
about the display and not the products it 
should have sold. 

“We try to have foremost in mind at all 
times that the merchant is in business to sell 
more merchandise at a profit. In this con- 


nection a definite incident comes vividly to 
my mind. On Chestnut street in Philadel- 
phia there is a very fine men’s clothing and 
furnishing store—Jackson & Moyer. When 
we first introduced our ‘Zip-Clip’ belt, Jack- 
son & Moyer installed a small window about 
2% feet wide, using cur display material, 
our cartons, and our packages. They also 
installed a small trim in the department. 
That window was allowed to remain intact 
for the longest time known in the recollec- 
tion of the oldest Chestnut street merchant. 
It sold merchandise. It brought traffic into 
the store. I will venture the opinion that we 
[Continued on page 39] 
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Display Helps Sell 
Travel By Alr 


By E. B. McGLONE 
United Air Lines, Chicago 
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(OW ROUND TRIP RATES by UNITED AIR: LINES 





The ever-increasing importance of display 
advertising in the promotion of the air 
travel of the nation is vividly reflecte: in 
the plans of United Air Lines for 1937. We 
have always considered display work an 
integral part of our advertising program, but 
never in such proportions as the current 
year. Our budget for 1937 has been in- 
creased above that allotted for displays in 
1936. 

Our current program for 1937 is predicated 
upon a new $3,000,000 fleet of Mainliner 
transports which have just been placed in 
service. These new Mainliners are the 
world’s most luxurious airliners and also 
the most powerful landplanes, each having 
two 1150-horsepower motors. Already these 
ships are enjoying widespread popularity on 
the non-stop service between New York and 
Chicago as the world’s first extra-fare planes 
(a 3 per cent increase being noted). 

A substantial portion of our advertising 
budget being set aside for display work, we 
are primarily concerned with attractive dis- 
plays for our traffic offices located in thirty- 
five cities in fifteen states. These displays 
consist principally of interchangeable win- 
dow displays, large office pictures (enlarged 
color photographs), posters, and counter 
cards. We are also concerned with posters 
and material for hotel transportation desks, 
travel bureaus, and our own airport termi- 
nals. This year, more than ever before, 
United Air Lines has recognized the impor- 
tance of store-window tie-ups and this activ- 
ity has produced excellent results to date. 

Early this year United created an Eastern 
promotional and display division which is 
headed by James Ray. An example of the 
many tie-ups being made under his direction 
is the tour of six girl models who are now 
traveling over the United system from New 
York to California. These girls travel on 
United planes and appear as models for the 
latest modes in women’s fashions at leading 
department stores in the various cities they 
visit. 

Appreciating the value of this cooperative 
advertising the store management arranges 
for an air line window display in connection 
with the models’ visit to his city. We have 
made up a 22-foot velour of a Mainliner 
fuselage and this is used by the departinent 
store for the fashion show. The girls step 
out, presumably, of the cabin of a Main- 
liner to exhibit the new styles. This velour 
is convenient to handle and can be readily 
assembled in a very small package. 

Blow-ups of photographs play a big part 


—Examples of the effective displays an 
signs in use by United Air Lines in the pr¢ 
motion of air travel— 
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—At the top of this page is a reproduction 
of the elaborate velour back drop used by 
United as a setting for department store 
tie-ups. . .”. A window display by a furrier, 
and one by James Styles, The Hecht Com- 
pany, Washington, D. C., stress air trans- 
portation from two different angles— 


in our store window display activities. We 
have had one piece made up—of a Mainliner 
pictire—which has had broad distribution. 
It is 5 by 5 feet in dimensions and has a 
special shipping case, making it easy to 
hand!e. These chromium-framed displays are 
routed from our general headquarters in 
Chicago and district managers in the vari- 
ous cities are in charge of local distribution. 

A new type display, known as Poston, has 
been used by United more than a year for its 
traffic office displays. The local offices have 
large quantities of these stick-on letters and 
can make up their own copy for display. 

One of the most attractive displays that 
United has developed is a scale model series 
of the Mainliner transports. The Chicago 
firm of Barnes and Reinecke, industrial de- 
signers, assisted in the design, and the A. C. 
Rehberger Company, also located in Chicago, 
is now producing them, not only for our own 
use but also for public consumption. 

A 9-inch model is mounted on a pedestal, 
an ash tray, or a memo pad; the large model, 
with a wing spread of 24 inches, is mounted 
on a pedestal or, for a wall decoration, on 
a mirror. The actual United insignias and 
lettering are on these models. 

Outdoor advertising is just starting to at- 
tract air line attention. United’s first major 
step along this line was the erection of 40- 
and 50-foot bulletin boards at the Chicago 
airport. Two signs, facing in opposite direc- 
tions on opposite sides of the street leading 
to the airport terminal, have been erected 
on United-owned property and each is topped 
by a brilliant neon sign. Both signs are 
also night-lighted and currently feature the 
non-stop Skylounge service offered between 
Chicago and New York and United’s over- 
night and daylight scenic flights to “Every- 
where West.” 

Air line display advertising is confronted 
by a problem that very few large advertisers 
contend with. And that is the problem of 
wordage. It is virtually impossible to put 
across an intelligent air line message in a 
word or two. Hence, the longer the adver- 
tied story is, the more difficult the job 
of the displayman. On all matters pertain- 
ing to display advertising, our agency, the 
J. Walter Thompson Company, acts in a 
design and advisory capacity and helps tie-in 
our display efforts with the general theme 
of our space advertising. Our new window 
cards and counter cards have been instantly 
successful in presenting the Mainliner fleet. 

All of United’s display advertising is 
closely coordinated with other departments 
of the line. Unlike other industries, the 
swift-moving developments of the aircraft 
business are changing the advertising picture 
constantly. New schedules, improved me- 
chanical features, added safety devices and 
the like change both our operation and ad- 
Vertising theme continually. It is vital for 
our display work to keep abreast of these 
developments in other departments. 
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N. R. D. G. A. Works On 
Display Improvement 


Publications on various phases of store 
operation will be produced during the next 
twelve months by the eight research groups 
of the National Retail Dry Goods Associa- 
tion. Among studies relating to the credit 
department, personnel, traffic problems, and 
the like, will be included a publication on 
the betterment of sales planning, and another 
on the improvement of window display activ- 
ity. These latter efforts will be the work of 
the sales promotion division of which 
Thomas Robb is manager. 

Just what will be the nature of the treatise 
on window display has not yet been. divulged. 
It may, and should, devote considerable 
space to the desirability of coordinating the 
windows, publication and radio advertising, 
and interior displays. Possibly it may con- 
cern itself with putting more strength in 
windows through modernized store fronts, 
the use of better lighting, colored light, 
skillful spotlighting of featured items, dram- 
atizing important points through functional 
settings. It should certainly include recom- 
mendations that the promotion manager, ad- 
vertising manager, and display manager work 
together as a urfit in promotional activities. 

Regardless of the final form this treatise 
will take, it is unquestioned that its publi- 
cation will be awaited with interest by retail 
executives. The sales promotion division of 
the N. R. D. G. A is to be congratulated for 
undertaking a project which can be of great 
benefit to those concerned with merchandis- 
ing through display.: It will be interesting 
to see what Thomas Robb—whose study on 
“Internal Store Promotion” was striking evi- 
dence of the thought he gives to such re- 
search—will recommend for the improve- 
ment of window display. 
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"Dr. West" Spends $1,338,000 
For Nationai Display 


At the seventeenth annual convention on 
March 12 of the distributors of Weco Prod- 
ucts Company, makers of Dr. West merchan- 
dise, it was revealed by Ben Abrams, divi- 
sional sales manager, that in the past six- 
teen years Weco has: spent $1,338,000 on 
displays—$747,000 on window units and 
$591,000 for counter displays. Statistics 
brought out by John T. Woodside, president 
of the firm, and other officials are a sincere 
tribute to the selling power of advertising 
display. 

For example, an accurate survey proved 
that, in the first period after the installation 
of a Dr. West display cabinet, sales jumped 
a full 300 per cent; during the second period 
they increased 283 per cent; for the third 
period they rose 363 per cent. 

As further evidence that constant use of 
displays tends to maintain a constant high 
volume of sales, Abrams cited the following 
data: stores with Weco display cabinets do 
40.8 per cent of their total tooth brush busi- 
ness on Dr. West’s brushes. Stores not 
using the cabinets do only 19.7 per cent of 
their total brush sales on the Dr. West 
product. Stores with the cabinets in use do 
38 per cent more dollar volume on tooth- 
brushes than those which do not use this 
form of display. 

More and more national advertisers are 
beginning to compile figures on the effect 
of display, as they come to recognize just 
what an important task this medium can per- 
form in their sales promotion work. Display 
is particularly adaptabie to the requirements 
of the large manufacturer, its flexibility per- 
mitting its use in a way best suited to the 
reyuirements of the advertiser. His adver- 
tising display program can be kept within 
the exact bounds dictated by his budget, his 
clintele, or any other factors peculiar to his 
own business. But large or small, elaborate 
or simple, thoughtfully prepared and care- 
fully distributed displays will pull more than 
their own weight in the advertising collar. 





The Twenty-third Psalm 
—Displayman's Version 

F. E. Walker, Sears Roebuck & Co., Wash- 
ington, D. C., contributes the following dis- 
playman’s version of the famous psalm: 

Display is my most effective weapon; I 
shall want no other. 

It maketh me believe that displays should 
be planned from exactly the same standpoint 
the advertising man taketh when preparing 
his ad. 

It leadeth me to the comforting conviction 
that while he presents illustrations and facts 
concerning the merchandise, I have the de- 
cided advantage of doing this in our windows 
and inside the store by being able to display 
the actual merchandise in place of using illus- 
trations. 

It restoreth my enthusiasm to be consistent : 

It guideth me in the proper ways of leaving 
lasting and definite impressions in the minds 
of the people who seeth our display for it’s 
name’s sake. This will not only affect the 
sale of merchandise on display but verily leave 
an impression as to what may be expected in 
other lines in the store. 

Yea, though I walk through the aisles, and 
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knoweth that merchandise displayed in oyr 
store is in direct comparison with every com- 
petitor’s merchandise, I will fear no evil: for 
whether cr not the merchandise compareth 
favorably will depend to a very great extent. 
on the manner in which it is handled by me, 

Thy importance and thy effectiveness, they 
comfort me. ‘ 

Thou preparest a key position for te ip 
this interesting game of life: for surcly |] 
must always beareth in mind the small chance 
we have of landing a customer. who seet!: our 
merchandise the very moment she is realy to 


buy ; 

Thou hast instilled in me a_ cust mer- 
consciousness which I should | striy to 
maintain : 

My cup runneth over with joy for thou will 
permit me to leave clearer impressions on 


1 


her every time she passes one of my displays. 
Surely loving-kindness and appreciation 
shall follow me all the days of my life, for 
the entire department is judged by my lead 
in display. 
And I shall dwell in the good graces of the 
boss forever. 


Northern Indiana Group 
Meets April 12 


As this is written, plans are rounding into 
shape for the banquet held each year by the 
Northern Indiana Association of Display 
Men. Scheduled for the Hotel Oliver, South 
Bend, the evening of April 12, more than a 
hundred displaymen and employers are ex- 
pected to attend. Frank G. Bingham, Rob- 
ertson Brothers, South Bend, treasurer of 
the International Association of Display 
Men, will serve as toastmaster and has ar- 
ranged an outstanding program. 

Speakers during the evening will include 
Martin C. Altman, South Bend, president, 
Northern Indiana Association of Display 
Men; E. L. Bach, executive. secretary of the 
South Bend association of commerce; Erwin 
Hiffman, Hiffman Display Service, and pres- 
ident of the St. Louis Display Club; R. C. 
Kash, editor, DISPLAY WORLD; Glee R. 
Stocker, president, International Association 
of Display Men; Elton H. Pease, president, 
Capex Company, Chicago; Charles Wesley 
Bender, professor of marketing, University 
of Notre Dame; W. L. Stensgaard, presi- 
dent, W. L. Stensgaard & Associates, Inc., 
Chicago. 








New "Micalites" Displays 
By Eastern Firm 

“Micalites,’ a new development for dis- 
play, is made of Du Pont celluloid film, and 
is being produced in a variety of decorative 
objects such as balloons, bells, columns, or 
for practically any novel decorative purpose 
that the display director may require. It is 
transparent, fireproof, and can be illuminated 
trom within or from the reverse side. The 
item is manufactured solely by M. II. Le- 
vine Company, 32 West Twenty-seventh 
street, New York City. 





Display Trophy Won 
By R. G. Hooks 

A silver cup, given by the local mer 
association for the encouragement ot etter 
window display, has been awarded to &. G. 
Hooks, Lorick & Lowrance, Inc., Co/mbia, 
South Carolina. 
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Tentative Program Outlined 


25 


For Chicago Convention 


Entertainment and educational sessions 
have been nicely balanced in the program 
tentatively scheduled for the convention of 
the International Association of Display 
Men to be held at the Hotel Sherman, Chi- 
cago, August 1-5. From the registration of 
delevates, which will take place in the main 
lobby of the hotel during Sunday, August 1, 
to the final inspection of exhibits on August 
5, there will be a series of events calculated 
to arouse the enthusiasm of the most blase. 

A costume party, taking for its theme the 
“Midway of Forty Years Ago,” will be held 
the night of August 1 in the Bal Tabarin 
through the courtesy of the Chicago Display 
Club and display equipment manufacturers 
of Chicago. No one will be permitted to 
attend unless en masque. A prize of $50 
will be awarded for the best costume in 
the grand march. The entertainment will 
include chuck-a-luck, cane rack, wheel of 
chance, balloon game, Indian act, colored 
orchestra, and many other forms of diver- 
sion. 

On Monday, August 2, the convention will 
formally open with a flag raising, the cere- 
monies to be under the direction of the 
Commonwealth Edison American Legion 
drum and bugle corps. Following the invo- 
cation, Mayor Kelly will welcome the dele- 
gates in the name of Chicago, after which 
Glee R. Stocker, president of the I. A. D. M., 
will make an address. “The I. A. D. M. 
Forty Years Ago” will be discussed by E. J. 
Berg, The Ray Schools, Chicago, and Charles 
W. Morton, Weinstock-Lubin Company, 
Sacramento, Calif., while J. F. Nickerson, 
Merchants Record & Show Window, Chi- 
cago, will speak on “Forty Years and 
Today.” “Selling the Idea” will be the title 
of a talk by R. R. Cunningham, La Salle 
Extension university, Chicago. Following 
the introduction of exhibitors, the rest of the 
day will be devoted to an inspection of the 
many exhibits scheduled. The night of Au- 
gust 2 has been set aside for the individual’s 
own choice of amusement, rather whimsi- 
cally designated by the program committee 
as “Your night in Chicago—open to see your 
‘auntie’ or to ‘raise your ante.’” 

Tuesday, August 3, will see the morning 

devoted to speakers from Chicago and the 
Southern group of delegates, if tentative 
plans are followed. In the afternoon, busses 
will convey visitors to the Rosenwald mu- 
scum and to nearby coal mines. In the 
evening the entertainment will consist of an 
indoor swimming show and swimming at the 
Lake Shore Athletic club. 
_ On Wednesday morning, speakers from 
New York City and the Pacific Coast Asso- 
ciation of Display Men will be heard, while 
at night the annual banquet and dance will 
be held, followed by a period costume parade 
by Lester, Ltd. 

The official rules for the yearly photo- 
graphic contest have been released by the 
I. A. D. M. in anticipation of an exception- 
ally large number of entries. The following 
will govern the competition. 





Classifications : No. 1, women’s and misses’ 
evening apparel; No. 2, women’s dresses; 
No. 3, women’s sport apparel; No. 4, wom- 
en’s coats and suits; No. 5, furs; No. 6, 
bridal display; No. 7, millinery; No. 8, wom- 
en’s shoes; No. 9, women’s hosiery; No. 10, 
neckwear and scarfs; No. 11, handbags and 
umbrellas; No. 12, women’s gloves; No. 13, 
jewelry; No. 14, yard goods; No. 15, sewing 
machines; No. 16, notions; No. 17, towels; 
No. 18, handkerchiefs—men’s and women’s; 
No. 19, girls’ apparel; No. 20, children’s 
shoes; No. 21, children’s hosiery; No. 22, 
infants’ wear; No. 23, lingerie; No. 24, cor- 
sets; No. 25, bathing suits. 

No. 26, men’s clothing; No. 27, men’s 
shirts; No. 28, men’s neckwear; No. 29, 
men’s hats and caps; No. 30, men’s shoes; 
No. 31, men’s socks; No. 32, men’s gloves; 
No. 33, men’s underwear; No. 34, men’s 
swim suits; No. 35, men’s robes and smoking 
jackets; No. 36, men’s evening apparel; No. 
37, boys’ clothing; No. 38, boys’ furnishings ; 
No. 39, toys; No. 40, sporting goods; No. 41, 
luggage; No. 42, institutional displays; No. 
43, civic, charity, and memorial dispiays; No. 
44, furniture; No. 45, radios and musical 
instruments; No. 46, rugs; No. 47, linoleum; 
No. 48, draperies and curtains; No. 49, wall 
paper; No. 50, china and glassware. 

No. 51, silverware; No. 52, gift novelties 
and artificial flowers; No. 53, books, sta- 
tionery, sheet music, etc.; No. £4, linens and 
domestics; No. 55, bedding; No. 56, drugs, 
toilet goods and hair goods; No. 57, tobacco, 
smoking equipment; No. 58, provisions, con- 
fectionery; No. 59, liquor, etc.; No. 60, re- 
frigerators ; No. 61, heating and air condition- 
ing; No. 62, ranges; No. 63, laundry equip- 
ment; No. 64, bathrcom accessories; No. 65, 
garden accessories; No. 66, home lighting; 
No. 67, electric appliances, kitchen gadgets; 
No. 68, vacuum cleaners; No. 69, automobile 
window displays; No. 70, automobile show 
room displays; No. 71, automobile accesso- 
ries; No. 72, hardware, woodenware, and 
paints; No. 73, optical, cameras, motion pic- 
ture equipment; No. 74, best decorated 
booth, exterior or interior; No. 75, best 
drawing or sketch offering suggestion for 
window display; No. 76, best drawing or 
sketch offering suggestion for interior dis- 
play. 

No. 77, best three hand-lettered show 
cards, none to exceed 14 by 22 inches in 
size. Any color, any style of lettering, any 
kind of pen, but the card must be lettered 
with a pen. No. 78, best three brush-let- 
tered cards, none to exceed 14 by 22 inches 
in size. Any color, any style of lettering, 
but each card must be executed with a hair 
lettering brush only. No. 79, best collection 
of three show cards. Any size, shape, color, 
material, or combination may be used. Let- 
tering may be done with brush, pen, airbrush, 
or combination. 

The classifications listed below are in the 
installation division: No. 80, toilet goods: 
No. 81, drugs, dental and shaving needs: 
No. 82, tobacco, smoking equipment; No. 


83, provisions, confectionery; No. 84, liquor, 
etc.; No. 85, interior display, booths, etc. ; 
No. 86, best decorated floats, automobiles. 

A sweepstakes class has been arranged, 
with a silver trophy for the best collection 
of twelve photographs of displays. All -en- 
tries must be of twelve different types of 
merchandise. No entry will be considered 
unless this rule is observed. 

Rules for the photographic contest are as 
follows : 

Rule 1. All members of the I. A. D. M. 
in good standing are eligible to enter photo- 
graphs, sketches, drawings, show cards, etc., 
in their proper classes. 

Rule 2. All competing matter must be 
work done since the last convention held in 
Cincinnati, Ohio, July 2, 1936. 

Rule 3. All awards will be made by com- 
parison. There will be three prizes awarded 
in each class—first, second, and third prize. 

Rule 4. Show cards and price tickets 
must be work that has been used in windows 
or interior trims, and positively must be the 
work of the entrant. 

Rule 5. A photograph is eligible for entry 
only in one class. Duplicates of photo- 
graphs may be entered in the sweepstakes 
class. 

Rule 6. 
in black and white only. 
graphs will be disqualified. 

Rule 7. Photographs elig:ble for award 
shall be standard 8 by 10 size only. Photo- 
graphs other than this size can not be en- 
tered. 

Rule 8. No person can enter more than 
three photographs in any one class. 

Rule 9. All entries must be sent in un- 
mounted and plainly marked on the back of 
each photograph as to the number of the 
class in which it is to be entered. 

Rule 10. All marks of identification that 
would enable the judges, or other persons, to 
identify the contestant must be erased or 
covered over. Entries will be disqualified if 
this rule is not observed. Fictitious names 
of any sort will not. be permitted. 

Rule 11. The name and address of the 
contestant must accompany the package of 
the contestant for identification. The contest 
clerk will number the entries and keep a 
record of all matter entered. 

Rule 12. All entries shall become the 
property of the I. A. D. M. and may be used 
as educational matter, or for any other pur- 
pose, at the discretion of the I. A. D. M. 

Rule 13. No class of less than three en- 
tries will be judged or awarded prizes. 

Rule 14. In case of a tie, in any class, 
duplicate prizes will be awarded. 

Rule 15. Judges shall reserve the right 
to reconsider every verdict, should it be 


All photographs entered shall be 
Retouched photo- 


necessary and the occasion warrant the 
action. 
Rule 16. The judges will be selected from 


the advertising club and outstanding mer- 

chandise and publicity men. These judges 

to be selected before the convention opens by 
[Continued on page 38] 
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Five New York Displays 























—A description of these displays will be found on the following page— 
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Meier & Frank Again Wins 


Portland Contest 

The spring opening displays of Malcolm 
3 2. Tennent, Meier & Frank, have been 
awarded first honors in the annual display 
contest held in Portland, Ore., at the spring 
seasov. The winning firm thus repeats its 
success of many previous years. The event 
is sponsored each year by the chamber of 
commerce and attracts thousands of spec- 
tators. 

In the same division the windows of Ber- 
nard Heims, Lipman, Wolfe & Co., were 
awarded second prize, and those of Fred A. 
Paddison, J. C. Penney Company, won 
third place. 

For the second group of stores, J. Walter 
Johnson, Powers Furniture Company, won 
frst: L. A. McMullen, Eastern Outfitting 
Company, second, and M. J. Brennan, Bedell 
Company, third. 

Certificates of honor were awarded to the 
following firms: Milton L. Gumbert; George 
Lowenson & Son; Crabbe-Pallay; Paul Fel- 
denheimer; M. & H. H. Sichel; Jennings 
Furniture Company; S. A. Kahl & Co.; 
Nicklas & Son; Long’s Apparel Shop; Joe 
Weiner’s; Portland General Electric Com- 
pany; Mannings, Inc.; Proctor’s; Faturos & 
Green, and Northwestern Electric Company. 





H. D. Barber Joins 
Modern Art 

H. D. Barber, formerly manager of the 
New York office of W. L. Stensgaard & 
Associates, Inc., has joined Modern Art 
Studios’ New York branch. 





Holophane Issues 
Booklet 

The Holophane Company, Inc., New York 
City, has just released a new twenty-page 
booklet illustrating the application of their 
lighting system to various types of stores 
and offices. A copy will be sent on request. 





—The two upper photographs on the 
page at the left are of displays for R. H. 
Macy & Co., Irving Eldredge, display direc- 
tor. Stylized flowers make an effective back- 
ground for the draped material, while in the 
other display there is a definite suggestion 
of geometrical figures. . . . The left central 
display was designed by the Charlotte Logan 
studio, New York City, for the Fifth avenue 
retail outlet of Julius Kayser. Figures 20 
inches in height were placed on white, 
curved steps. They were clothed to repre- 
sent the names of the seven new Kayser 
hosiery colors. Behind each figure is a stand- 
ard with a banner in the form of a tiny 
stocking, bearing the color's name in copper 
wire. The coronation theme is stressed 
strongly by the drapes and the "readers" 
in the form of ancient banners. .. . The right 
central display was used by Lord & Taylor, 
Dana O'Clare, display director. The back- 
ground was roughed-in and as a result the 
a setting had a most attractive effect... . 
; Surrealism was the theme in the lower dis- 
4 play used by C. G. Gunther's Sons. The 
: ead’ of the mannequin is an inverted fish 
bowl containing lilies. The background fol- 
; lows the same setting used in a Harper's 
Bazaar advertisement for the firm. Adver- 
tisement by Kenyon & Eckhart, Inc., and dis- 
play by Polly Pettit, New York School of 

Display— 
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THE BRISCHOGRAPH 
Makes You an Artist Instantly 


MADE WITH 
bE MISe 
BRISCHOCRAPH 


America’s Lowest Price Projector 


Under 


American and Canadian Patents 


THE POPULAR JUNIOR 





BRISCHOGRAPH 
CELEBRATES 
ITS 


3rd BIRTHDAY 


Proves its popularity, as photo shows. The 28x44 
poster shown was projected and copied within 
six feet, directly from Duke Wellington’s book 
(Poster Art), page 179, as shown, along side of the 
Junior Model. Covers 4x4 inches at one time and 
will enlarge up to 12 times, within 10 feet. Hun- 
dreds used by small movie houses, hundreds used 
by card and poster artists, hundreds used by vari- 
ous small stores and individuals in all parts of the 
world, not including the hundreds sold by our 
dealers all over the world. Send $10 money order, 
try it ten days and your money guaranteed re- 
funded upon return of same. You may send money 
by Postal, Express, Western Union, or through 
your bank, or to any Coiumbus bank. Yes, you 
can make any size poster, from any 


size picture with Junior; our copy- 
righted instruction sheet tells you 
Black finish 











how. crystaline and 
comes complete ready for use 


Ohioans—Add 3% Sales Tax. Dealers in U. S. A., 
Canada and Foreign Countries Over the World 


THE BRISCHOGRAPH COMPANY 


ESTABLISHED 1926 
3280 N. High Street > > - - COLUMBUS, OHIO, U.S. A. 


10000,000 


MEN AND WOMEN 
2 will attend : 
18,500 CONVENTIONS 


during the coming year 


See it At Your Dealer 





| patra booth decorations, convincing posters and displays are on the 

“must” list for the thousands of EXHIBITORS who will participate in 
these affairs. Success in selling them depends upon your knowledge of these 
events long enough in advance. 


Current issues of World Convention Dates will start you off with a list of 
thousands of coming conventions and exhibitions . . . additional lists follow 
every month. Subscribe to World Convention Dates, get inside infor- 
mation, and get your share of this lucrative business. 


The price is low—only $15 for an entire year. 
Write for a sample free copy today. 


WORLD CONVENTION DATES 


330 WEST 42np STREET, NEW YORK CITY 


| WORLD 
CONVENTION 
DATES 
Bs pH 


| 
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Lacquered yellow or red $1.95 per set 


Samples on request. 
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Show cards are a continual challenge to 
the card writer’s imagination. The constant 
search for something new and different keeps 
him alert for ideas, color adaptations, and 
the physical structure of the card. At least 
this should be the way to regard card writ- 
ing; those who persist in considering it a 
dull, uninteresting task to be hurried through 
as rapidly as possible miss a lot of the cre- 
ative pleasure which comes through pinning 
down an idea and developing a finished card. 

It is fascinating to experiment with dif- 
ferent card stock, appliques and the like, 
and quite often very original and attractive 
results are obtained in this way. The group 
of cards in the photograph below is along 
customary lines so far as lettering is con- 
cerned. But they are made more effective 
because each has been given a little extra 
effort. 

The first card on the right, for example, 
has three layers, blending harmoniously in 


DISPLAY WORLD 


Experimentins With Cards 


By ELMER H. THIEMAN 
Display Service Studio, St. Louis 


color. Glue satisfactorily secures each sheet 
to the one below. At the lower right of the 
card two narrow strips of foil moulding 
have been pasted. 

The same idea was followed for the next 
window card except that only two sheets 
were used and an airbrush sketch of a palm 
tree added. Practically the same treatment 
was used for the rest of the cards. The 
second from the left had a slanting square 
pasted over an airbrushed reproduction of a 
giant firecracker. The sales message was 
in white against a blue background, and 


—Attractive show cards are made pos- 
sible by pasting several sheets of card 
stock together as shown in the photograph 
below. Strips of foil-covered moulding 
have been added in several cases. The 
"firecracker" has a realistic fuse of twine— 











of course the firecracker was in the faniliar 
shade of red. A small piece of twine was 
inserted at the top and pasted agains: the 
back to form the “fuse.” 

It will be noticed that care has been ‘aken 
with the layout of these cards, the ccntral 
thought being assigned to a position just 
above the center of each. This spot, kiown 
among artists as “the aesthetic center” or 
“golden means,” is the first to catch the eye 
and when used correctly seems more satis- 
fying to the spectator. The exact center 
of a window card, or a painting for that 
matter, is comparatively drab and dead 

Plenty of white space was left around the 
lettering, since cards are like publication 
advertising in that a crowded appearance 
usually results in little if any attention irom 
the person who sees them. Care was taken, 
also, to.see that color harmonies were good 
and appropriately selected to suit the subject 
of each card. 
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Me and Joe and George (VD 


The other day I am just back from lunch 
in a very nasty mood indeed, having had 
my hands publicly slapped by a new waitress 
who apparently misunderstands good, clean 
fun. Muttering to myself, I enter my pala- 
tial office (fourth floor back, under the 
stairway) and am greatly surprised to find 
Joe, my first, second, and third assistant, 
lying on a grass mat on the floor reading 
a magazine! 

This event amazes me no end, being dis- 
tinct!y out of character for Joe. Left to his 
own devices, this lad usually amuses himself 
otherwise, such as counting the hands on 
the clock, pasting horsehair mustaches and 
other original decorations on the manne- 
quins, or playing with his toes. Further- 
more, although Joe has been with me for 
ten years, ever since he got out of reform 
school, this is the first time I know he can 
read. So, as I say, I am no little non- 
plussed, and even more so when I see he is 
reading of all things, a display magazine! 

(Editor’s note: “Why not give us a boost 
here, pal?”) 

(Author’s note: “No!” 

(Editor’s note: “Please ?’) 

(Author’s note: “Oh, well, all right !’) 

So he is reading DISPLAY WORLD and 
having himself quite a time of it. When he 
sees me he raises himself on one elbow and 
fixes me with a dirty look, part of which I 
may have had already. 

“Some book,” he grunts, “no funnies, no 
Popeye, no artist’s model pitchers! Lousy!” 

“Tch, tch,” I sympathize, “but if you think 
that’s poor reading, you should see the letter 
I get from the finance company this morn- 
ing. Wow! Oh, well,” I say, with a shrug 
of my powerfully-muscled shoulders, “let it 
pass. And what was my little man read- 
ing?” 

Joe slowly unwinds himself and rises to 
what he considers a sitting position. “Lis- 
ten, friend,” he tells me, “save that ‘little 
man’ stuff and you'll save your front teeth! 
I am now studying all about this big brawl 
they are having over in England, where they 
crown this guy queen of the May or what- 
ever it is—the cor—.” 

“The coronation,” I break in, “ah, yes, the 
coronation. Pomp and pageantry, fanfare of 
trumpets, silks, satins and velvets, glittering 
jewels, the clamoring populace, the—.” 

“Hey, wait a minute,” says Joe, eyeing me 
queerly, “what did you have for lunch?” 

He gets up and grabs my pulse, which is 
still a trifle speedy on account of the wait- 
ress, smells my breath, and disgustedly 
pushes me down into our chair. “Shut up 
and listen to me, you cockeyed little squirt,” 
he says to me respectfully, “I got ideas on 
this here—uh, crowning business—boy, have 
I got ideas!” 

After ten years, I am well acquainted with 
Joe's ideas, most of which have nothing to 
do with display, as the elevator girls will 
tell you. In fact, Joe’s best display idea to 





By HOWARD WATSON 
Star Clothiers, Hutchinson, Kan. 


date is to use banana peels in connection 
with a display of slips. 

So I resign myself to listen, for, after all, 
the ideas of even a mere underling deserve 
to be heard, don’t you think? Especially 
when the underling is as big and mean as 
Joe. 

Joe picks up the magazine. “Look!” he 
says excitedly, pointing to an illustratien of 
coronation designs, “see that horse there 
with the silly grin on his face, carrying 
a railroad-crossing sign?” 

“That’s a unicorn,” I interrupt, but Joe 
will have none of it. He leans over me 
and sneers, “Listen, display director, that’s 
still a horse in my book and you should 
know what a horse is.” 

I quickly agree with Joe that it is probably 
a horse, after all, and Joe continues: “We 
cut out about eight of ‘em—cut ’em out of 
wall board on the Cutawl, see? Four rights 
and four lefts. We'd set four on each side 
of the window and put a Little Cyclone 
washing machine in the center, see? Then, 
instead of the railroad sign, them horses 
could carry banners, each saying something 
different, like, ‘Lady, don’t work like no 
horse, get a Little Cyclone, and ‘you'll yell 
yourself horse with joy at this modern 
mackerel!’ ” 

“The word is ‘miracle,’ I put in timidly. 

Joe stands up and looks at me in a very 
nasty way. “Buddy,” he rasps, “the morgues 
is full of guys which was talking when they 
should ‘a’ been listening. One more peep 
outa you and I'll gouge out your eyeballs! 
Now listen: The big hook-up in this horse 
window is a sign on the washer, which 
says, ‘This is the model 932A washer used 
by George's wife, the queen!’ Boy, would 
that wow ’em!” 

“I—I believe you’ve got something there, 
Joe,” I agree weakly. 

Joe rushes on. “You ain’t heard nothin’ 
yet,” he cries, “see that thistle? Why, we 
could use a basket of ’em in every window. 
The cards could say ‘Thistle be the swellest 
shoe style this summer,’ and ‘Thistle be on 
sale Wednesday,’ and all that, see?” 

3eing speechless, I merely nod my head 
and reach for an aspirin. Joe is not to be 
stopped. 

“And here’s where I clean up plenty of 
extra dough, too,” he confides. “Lookit that 
monoplane there in the middle of the page.” 
Although I am convinced that Joe means 
‘monogram, I say nothing, as I still have a 
mouthful of aspirin, and, anyhow Joe is still 
standing close. “See that,” Joe says, “‘it 
says ‘GR’ in a very stylish way, am I right? 
Well, I’m gonna sell that design for a 
trade-mark to the Grand Rapids Fixture 
Company and I’m gonna sell the design that 
says ‘GE’ to General Electric, see? They 
can put it on their electric fans, electric 
irons and such.” 

“Tt would look nice on their electric chair, 
too,” I offer. 


Joe looks at me, frowning doubtfully. 
“Stooge,” he says, “if I thought you was try- 
ing to be funny, 'd—.” Suddenly his face 
lights up as another inspiration attacks him. 
“Here’s the best one yet, pal,” he exclaims. 
“This’ll lay ‘em in the aisles! We make a 
life-size, front-view cut-out of King George 
vee-eye himself, see—sittin’ on his throne 
with his king suit on and a crown on his 
head. He'll have a skeptic in his hand; 
you know, one of them orchestra-leading 
sticks like kings have. Then we'll animate 
him, see—have him nod his head and wave 
his skeptic. We'll set him right in the middle 
of a men’s clothing display, see, two suits 
on forms on each side of him, and George 
will wave his skeptic back and forth and 
point to the suits. On the card we'll say, 
‘These twenty-two-fifty suits is fit for a 
king, with a extry pair of pants for the 
prince! ... Buy one and you'll have plenty 
queens on your trail!’ Now, dunce, whaddya 
thing of that!” he finishes triumphantly. 

By this time I am practically groggy and 
hanging on the ropes. “Boy,” I gasp, “you’ve 
got it! Why that’s the most stupendous, 
outrageous, odoriferous coronation idea that 
an indisputedly imbecilic mind ever pro- 
duced !” 

Joe is standing back trying to look mod- 
est, daintily picking his teeth with a Style 
A5 Speedball, which, by the way, I find very 
useful for removing tartar, fruit-stains, and 
other discolorations from the teeth. (Adv.) 

“Thanks, pal,” he smirks, “I knowed you'd 
like it. Uh—what’s that word again?” 

“Coronation,” I tell him, “c-o-r-o—” 

“Never mind spelling it, rat,” Joe growls, 
“T ain't no show-card writer! Coronation, 
huh?” 

He studies this over for a minute or two, 
then cocks a mean eye at me. “Wait a min- 
ute, fancy-pants,” he says, “if this is a 
coronation, then what is them flowers they 
send to funerals?” 





New Display Set-up 
Announced 

Window Display Syndicate, Inc., organ- 
ized some time ago to serve as a national 
installation service agency, announces a 
broadening of its facilities through an affi- 
liation with the Dennison Manufacturing 
Company, Framingham, Mass., producers of 
window display decorative materials. Den- 
nison has acquired a substantial financial 
interest in the organization, and will be par- 
ticularly concerned with the production of 
materials which go to make up the complete 
advertising display. The facilities of both 
companies are available through either firm. 

Harve Ferrill, well known in the display 
field, is president of Window Display Syn- 
dicate, Inc., and A. S. Haugan, vice-president 
and secretary, is in charge of sales. Gen- 
eral offices are located at 215 West Ontario 
street, Chicago. 
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MICALITES 


Ideal For Window Display 
and For Interiors 


GLOBES « BELLS 
STARS 


and many other decorative ob- 
jects. Made for lighting, and 
other decorations. In all colors. 


Transparent — Fireproof 


Write for Information 


a 
M. H. LEVINE CO. 


32 West 27th St. New York City 


















What MOTION9 
what speed = 
WRITE us your display anima- 
tion problem. State what motion 
you want and we will tell you 
which standard SpeedWay “Flea 
Power’’ Motor and which SpeedWay 
motion Mechanism will give it 
most effectiveness—and still be the 
most economical for you. 
Complete line of dependable Back- 
geared motors Turntables, and Mech- 
anisms developed for DIS- 
PLAY ANIMATION. 


Write for New Catalog Sheets! 
SpeedWay Mfg. Co. 
1839 S. 52nd Ave. CICERO, ILL. 






for Circular 








36x72 32 ROW 


Green Grass Mats °1-* tist 


Special discounts in dozen and hundred lots 
to Jobbers and Dealers 


SPECIAL SIZES & COLORS IN 24 HOURS 


OTHER 
DISPLAY MATERIALS 
Made on premises are 
PALMS, HEDGES, TREES, 
WREATHS & FLOWERING SHRUBS 
All Materials Strictly Fireproofed 


BOTANICAL INDUSTRIES 
OF AMERICA, INC. 
123 W. 20th St. New York City 
SPECIAL FOLDER and SAMPLES on Request 














—when in need of 


FANCY PAPERS 


plain, printed, corrugated, coated and all display ac- 
cessories, address your inquiry to our new address. 


JOSEPH E. PODGOR CO., INC. 
618 Market St. Philadelphia, Pa. 








“Serving the Display Profession” 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


38 W. 38th Street New York City 
Telephone: Wisconsin 7-4887 
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Announce Attractive Prizes 
For Display Contest 


Prizes for the annual window display con- 


test, sponsored by the Sporting Goods 
Dealer, St. Louis, Mo., during ‘“Fishermen’s 
Week” have been announced by that publi- 
cation. Five awards will be made in ac- 
cordance with the rules outlined below. 
First prize is a handsome eight-piece cock- 
tail service; the winner of second place will 
receive a two-handled silver-plated cocktail 
shaker; the remaining awards are equally 
attractive. 

Displays entered in the contest must have 
been on exhibit from Saturday, April 24, 
to Saturday, May 1, inclusive, and must have 
contained a poster or similar placard read- 
ing “Fishermen’s Week.” The name of the 
store, town, and displayman must be written 
on the back of each picture. Photographs 
must reach the Sporting Goods Dealer, 
Tenth and Olive streets, St. Louis, not later 
than May 10. 





Los Angeles Displaymen 
To Meet May 6 

Omar’s Dome cafe, Los Angeles, Calif., 
will be the scene of another luncheon meet- 
ing in which local displaymen will partici- 
pate May 6. About fifty are expected to at- 
tend. An attractive program to follow the 
meal has been arranged by John Flotten, 
president of the group. 

Although Los Angeles does not yet have 
an organized display club, get-together 
meetings are held at noon on the first 
Thursday of each month. From the interest 
being shown by those attending it is alto- 
gether probable that a club will be formally 
organized in the near future. 





Stensgaard Elects 
New Officers 

At the annual stockholders’ meeting, 
March 27, of W. L. Stensgaard & Associates, 
Inc., Chicago, Frank W. Spaeth, vice-presi- 
dent, was elected to the board of directors. 
Other directors, W. L. Stensgaard and J. M. 
Detling, were reelected. 

W. L. Huston, with headquarters in Chi- 
cago, was elected executive vice-president. 
C. W. Morton, Jr., with headquarters in 
Oakland, Calif., was elected vice-president 
in charge of the Western division. Other 
officers reelected were W. L. Stensgaard, 
president and treasurer, Findley Williams, 
vice-president and art director, and A. H. 
Lee, secretary. 





George Wagner Wins 
Radiobar 

George Wagner, who wins important dis- 
play awards as easily as most people draw 
their salary checks, has added another nice 
prize to his large collection—a $215 Radio- 
bar equipped with Philco radio. The win- 
ning window display, installed by Wagner 
for George B. Peck Company, Kansas City, 
Mo., used a modernistic clock, party hats, 
and serpentines for properties. 


Associate Member Added 
To |. A. D. M. List 

The International Association of Display 
Men, St. Louis, Mo., has approved the ap- 
plication for associate membership of E. I. 
du Pont de Nemours, Inc., Wilmington, Del. 
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Prominent Displaymen 
Join School Staff 


Display directors of several large depart- 
ment stores and women’s specialty shops 
have joined the staff of instructors of the 
Academy of Display, New York City. In. 
cluded are Joseph H. Blain, display manager, 
Oppenheim Collins & Co.; Bertram Brinker. 
hoff, display manager, Abercrombie & Fitch: 
Helmer MacIntosh, R. H. Macy & Ca: 
Arnold Dreyfus, director of interior store 
promotion, R. H. Macy & Co. 

Heading the staff is Director Grace 
Weaver, formerly training supervisor ‘n the 





display department of the Lerner Shops, 
William Sakren, former lecturer a‘ the 
Metropolitan Museum of Art, will lecture 


and demonstrate on illustrations, color, and 





display. Lucy D. Taylor and B. Fussell 
Herts will teach the principles of display 
and decoration, while other lecturers will 
deal with fixtures, backgrounds, lighting, 
photcgraphy, properties, etc. 
New York School 
Moves 

The New York School of Display, for- 


merly located at 1250 Sixth avenue, moved 
on April 12 to new and more spacious quar- 
ters at Rockefeller Plaza. Concurrently with 
the change of location, several new courses 
have been announced. Howard Ketcham 
will conduct a course in color, Arthur Good- 
friend will lecture on men’s wear merchan- 
dising, and Emanuel Noble will conduct a 
class in designing for exposition and _itin- 
erant displays. 





Weiboldt Laboratory 
To Be In Window 


At the headquarters’ store of Weiboldt’s, 
Chicago, a 14-foot window is being given 
over to serve as permanent quarters for a 
laboratory installed by the U. S. Testing 
Company. Publicity will be given to the 
fact that a laboratory is maintained to help 
patrons “Save with safety at Weiboldt’s,” 
and that “impartial laboratory testing for 
consumer protection” will be available for 
customers of the six Weiboldt stores. A 
chemist will be on duty in the unit during 
store hours. A similar laboratory is being 
installed in the F. & R. Lazarus & Co. store, 
Columbus, Ohio. 





Staple Supply Specialists 
For Display Workers 

Nearly one hundred different types and 
sizes of staples to fit all types of display 
tackers are made by the Standard Steel & 
Staple Company, 146 West Twenty-eighth 
street, New York City. The firm features 
high-grade service, attractive price sched- 
ules, and prompt deliveries. 





Silverwoods Appoints 
Glenn Baugh 

Following the resignation of Earl \ells 
from Silverwoods, Los Angeles, Calif., Glenn 
Baugh has been appointed display manager. 





Peterson Joins 
Forbes 

Edward E. Peterson has joined the F rbes 
Lithograph Manufacturing Company, Bo ‘ton, 
as research and marketing service dir: ‘tor. 
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ANOTHER LAP 


With throttle wide—with flaming ex- 
hausts—with screaming tires—the champion 
race driver comes hurtling ‘round the curve! No 
poetry of motion, this. It's ACTION. And how 
the people love it! People go for action in your 
show windows, too. Put life into them with a 
PENDULUM POWER UNIT. 





KA Pendulum Power Unit costs little to buy and 
almost nothing to operate—less than a cent a 
day. And you can use it over and over for ani- 
mating different displays which you can easily 
devise. This useful unit can readily be adapted 
to give up-and-down, right-and-left, semi-circu- 
lar and other motions, as desired. With a Pendu- 
lum Power Unit and a liftle ingenuity you can 
make your windows a permanent attraction in 
your neighborhood. Write for illustrated de- 
scriptive booklet. 





“Motion Sells More Goods” 
ie hoes: DiS? LAY Ss” Ine, 


Divisicn of Mergenthaler Linotype Company 


27 RYERSON ST. |B LOlO) @ i @. Fn. Be & 
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Harry M. Reinhardt Dies 
At Minneapolis 

For the past twenty-seven years one of 
the leading displaymen of the Twin Cities, 
Harry M. Reinhardt died suddenly at his 
home, February 17, after a day spent in his 
usual routine at the Minneapolis Gas Light 
Company, where he was display director. 
Well known for his ability in men’s wear 
display and card writing, Reinhardt will be 
greatly missed by his many friends in the 
field. 

For a quarter of a century he was with the 
Standard Clothing Company, Minneapolis, 
resigning a short time ago to accept the 
position he held at his death. Reinhardt was 
born in St. Paul and started his display 
career under Martin S. Smeby at M. L. 
Rothschild & Co., then the Palace Clothing 
Company, in 1907. 





Siegel Extends Service 
To Display Field 

Nat Siegel, 38 West Thirty-eighth street, 
New York City, is planning to establish 
sales representatives in all principal com- 
munities in order to serve the display field 
to better advantage. Siegel representatives 
will thus be made available at short notice 
for service or demonstration calls. The 
company reports an excellent spring busi- 
ness in decorative novelties, display fixtures, 
forms, and accessories. Descriptive litera- 
ture will be sent on request. 





Macy's Uses Counter Displays 
To Push Private Brands 

One result of the price-fixing legislation 
known as the New York fair trade act has 
been that R. H. Macy & Co., Inc., is using 
advertisements and displays featuring the 
phrase, “This article is not price fixed,” for 
private brands. Counter displays are being 
used with especially good effect. 








Invisible Glass Company 
Moves Offices 

The Invisible Glass Company of America, 
Inc., has moved from its former location to 
33 West Sixtieth street, New York City. 


Change of Address 
For Shenker 

Formerly located at 240 West Twenty-fifth 
street, New York City, Shenker Displays has 
moved to 12 East Twelfth street. 
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Celebrating . .. 


BERT L. DAILY’S 


27th Anniversary 


FREE sotsr-vase 
PENCIL 
A GIFT ror vou 


@This year, on my 27th Anniver- 
sary, | have a GIFT FOR YOU— 
a genuine Realite Automatic pen- 
cil made by the Auto-Point People. 
(See full size illustration at left.) 
It's feathery light, with a sturdy 
mechanism and dependable nickle 
clip. There's a big eraser under 
the top—and a roomy chamber 
for extra leads where the eraser 
pulls out. It's a beauty and 
proved so popular last year. | 
know you'll like it. 


WRITE YOUR ORDER NOW 


With any order amounting to 
$3.00 or more, postmarked before 
midnight May 31, | shall send 
free this handsome Realite Auto- 
matic Pencil. Undoubtedly you'll 
NEED more than $3.00 worth of 
supplies anyway, so send your 
order without delay . . . TODAY 
and get your GIFT PENCIL FREE. 
Pin the gift coupon below to your 
order, or mention this announce- 
ment. If you do not have a 
CATALOG from which to ORDER 
— WRITE for YOURS TODAY! 


MENTION THIS AD WHEN 
YOU ORDER 





126 E. Third Street 





GIFT COUPON When accompanied by your 
order for $3.00 or more, this entitles you to 
REALITE PENCIL ($1.00 Value) to be 
included with shipment of order. Only one 
i pencil to a customer. Void if mailed 
r midnight, May 31, 1937. 


Bert L. Daily me. 


The House of “PERFECT STROKE" 


Brushes and Supplies 
Dayton, Ohio 

















Controlled by 


COLORFLEX CONTROL SYSTEM 


Attracts attention and fulfills the demand in signs 
and display for something new and different. 











COLOR BLENDING 


Automatic, Continuous Flow of Blending Electric Light Effects 


OUR FREE BOOKLET CONTAINS AN ABUNDANCE OF 
IDEAS WELL WORTH WHILE TO ANY DISPLAY MAN. 


COLORFLEX CORPORATION, ‘Hammond, Ind. 
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Doint=-of=-sale Gallery 
of National Displays 


* 


—Recipient of a gold 
award in the All- 
America packaging 
competition, this 
package was de- 
signed and is dis- 
tributed by Dedon 
Laboratories. Box by 
Neiner Paper Box 
Company, Erie, Pa. 
Wrap by Celluloid 
Corporation— 


April, 1937 
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* 


* 


—This poster was drawn on stone 
and lithographed by William H. Don- 
aldson in 1861, while he was em- 
ployed by Middleton, Strobridge 
Company, predecessor of the Stro- 
bridge Lithographing Company, Cin- 
cinnati. The symbols of peace and 
union were forgotten a few months 
after this poster appeared, the coun- 
try being plunged into the War 
Between the States— 


* 


—Created for Hudnut Sales Company, New 
York City, this attractive window-counter display 
is in orange and gold— 






—A many-faceted crystal-like bottle 

in a new private mould holds "Sinful 

Soul," a triple strength toilet water by 

Gabilla, Inc. The bottle is attractively 
boxed— 


—The Alka-Selizer display won the bronz> award 
in the 1936 All-America package and display 
competition. Created and lithographed by The 
Forbes Lithograph Company, Boston, for Miles 
Laboratories, inc.— 
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ATTENTION 


DISPLAY 
DEALERS 


Introducing new distinc- 
tive Display Papers for 
Spring and Summer, in- 
cluding realistic Sea- 
Shore Panoramic design 


paper. 
WILL NEGOTIATE WITH 
SELECTED JOBBERS 


Certain territories still open. 


Inquire “D.P.” Box 77 
DISPLAY WORLD 
151 5th Ave. New York City 








THE NEW GOODMAN 
PATENT HAND MOLDED 


SLEEVE FORMS 
Will enable you to replace your 
garment sold from the WINDOW 

7. a-minutes time. 
1 Women’s Mannish Suits $2.50 pr. 
Men’s Suits and Coats $3.00 pr. 
Boys’ Suits and Coats $2.50 pr. 


--~ TURNTABLES 


Silent, Sturdy Midgets—A Guaranteed Product 
No. 1—40 Ib. Load, 9” or 12” Disc .. oa 


No. 2—60 Ib. Load, 9” or 12” Disc ..... . $12.00 
No. 3—75 Ib. Load, 9” or 12” Disc ... ... $14.00 
No. 4—100-150 Ib. Load, 9” or 12” Disc .... $15.00 


No. 5—5-7 Ib. 1%” Adv. Band $ 6.00 
DELUXE BEAUTIFUL CABINET 


Black fin.sh, silver trimmed with wooden 


disc to match sean Qe ae 


Goodman Flexible Sleeve Form Co., Mfrs. 
217 West 125th St., New York, N. Y. 
DISTRIBUTORS WANTED 











CORONATION 


RED and BLUE 
SELF- 


coor TINSEL 


The Most Outstanding Item for This Event 


DIS-PLAY-WELL, INC. 


23 EAST 22ND ST. NEW YORK CITY 
969 McCarter Highway, Newark, N. J. 
Send for Samples 











Use Modern Die-Cut Display Letters 


for sales produci i i 
ele. producing displays, signs and show 


Cork, Felt, Poster Board, Gummed 
Paper, ete. Attractive colors to make your 
selection from. 

Millions of letters in stock at all times in mod- 
€rn styles and desirable sizes. Catalog free. 
ELT LETTER STUDIOS, MFRS. 
°38 South Wells Street Chicago, Illinois 











Please Mention DISPLAY WORLD 
When Writing Advertisers 


DISPLAY WORLD 


Ledge Fixture Made 
From Conduit 

The following letter from Leon Whitinger, 
St. Cloud, Minn., describes a novel display 
fixture which he designed and found useful: 
“As a free-lance displayman I am often re- 
quested to install some type of ledge display, 
particularly in the smaller shops where the 
ceilings are high and the fixtures are low. 
The greater part of these orders are for 
something that will not cost very much. I 
have looked through every fixture catalogue 





—Made from electric conduit, the display 


fixture shown above is used by Leon 
Whitinger for ledge displays or for short 
shadow-boxes— 


I could obtain, but have never found any- 
thing which would exactly answer the 
purpose. So I built my own, and am using 
them for ledges and for short shadow-boxes 
where a full-length figure can’t be used. 

“Six of these fixtures were made at a 
cost of $6 for materials, including the pla- 
teaus on which they stand. The plateau is 
made of wall board and _ 1-inch-by-2-inch 
lumber, painted to match the regular fixtures. 
The pipe is made from the new type electric 
conduit, milling it down to a satin finish and 
then applying lacauer. The pipe can be 
polished down by hand in a very short time 
and is really beautiful. It is fastened to the 
base by a common flange. The bar on 
which the dress hangs was originally a com- 
mon dress hanger; later a steel bar, polished 
in the same manner as the pipe, was sub- 
stituted. 

“We have been able to get a very nice 
effect from the sales floor with this dis- 
player. The full-length presentation of the 
dress and accessories may be seen by the 
customers. I have found that the best 
dimensions for a displayer on top of a 6%4- 
foot ledge is to mount it on a low plateau 
4 inches out from the back and 14 inches in 
from one side. The end of the goose-neck 
should come 3 feet from the floor of the 
plateau. This will accommodate practically 
every size coat and dress. Displayers for 
coats were made by substituting a heavy 
gauge wire arm for the dress hanger.” 
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LING-TITE TACKERS 
Point to 


oIn 


one <« iwi 





THE demand for faster, neater, better 
tacking methods, is being widely met with 
the Kling-Tite One-Hand Tacker. Sign 
and display men everywhere use it! 


MODERN! | Eliminates tack-spitting. 


Self-contained. Holds strip of tackpoinis, 


ready for instant, continual use. Auto- 
matic, one-hand operation. 
METHOD. determines results. That 


Kling-Tite is the ideal tacking method is 
evidenced by the quantity and quality 
of its work. 








Ask for Folder. 


A.L.HANSEN MFG.CO. 
Kling -Tite Ja 5041 B-<eha-tayygelele Nia 
: CHICAGO, ILL. 

















ASK FOR OUR NEW CATALOG 
FEATURING: 
METAL COVERED MOULDINGS 


Chrome, Brass, Copper, Aluminum, 
Stainless Steel 


FRAMES AND EASELS 
CHROME PRICE MARKERS 
MIRROR NAME PLATES 
WOODEN MOSAIC BORDERS 
COILED METAL 
NAILS AND BRADS 


EVERBRITE SLIP-OVERS 
vWv 
Manufactured by 


AMES METAL MOULDING CO., Inc. 


219 East 144th St. New York, N. Y. 
Telephone MElrose 5-0973 

















Background Displays Built To Your Sketch 
Also 
SCROLL & FILIGREE CUT OUTS 


CATALIN, WOOD, Cut Outs for the Dept. 
CARDBOARD Store and Silk Screen 
LETTERS Process Industry. 


American Display & Novelty Co. 


20 West 22nd Street, Dept. D. 3, New York, N. Y. 
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-The executive staff for 1937 of the Greater Cincinnati Display Club is shown above. Seated, 
left to right: Earl Schube, La Mode, executive secretary; William Wasser, Jones the Florist, 
recording secretary; Sidney Goldberg, Kline's, president; Lionel Tompkins, sales promotion 
manager, Piggly Wiggly Stores (guest speaker of the meeting during which the photograph was 
made); Charles Metzel, Shillito's, treasurer. The board of directors (standing): Harry Towers, 
Shillito's; Stanley Holly, Charles B. Thomas Company; William Arinow, Shillito's; Harry Schoen- 
laub, Kroger Grocery & Baking Company, and Nathan Silverblatt, DISPLAY WORLD— 
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Huge Sum To Be Spent 
On 1937 Conventions 

More than 14,000,000 people will attend 
conventions in the United States and Canada 
during 1937, according to a survey just com- 
pleted by World Convention Dates, monthly 
publication of the convention-hotel field. 
Their expenditures, conservatively estimated, 
for hotel rooms, food, transportation, sou- 
venirs, badges, entertainment and other es- 
sential goods and services will exceed a 
billion dollars. The exact figure estimated 
by the publication’s research department, 
based upon actual listings of conventions 
published monthly in this journal, is $1,095,- 


209,250—a gain of $330,868,650 over last 
year’s total, and almost treble the depression- 
year amount for 1932. 





Artistic Display 
Incorporates 

Announcement was recently made of the 
incorporation of Artistic Display Manufac- 
turing Company, with headquarters at 301 
West Fifty-fourth street, New York City, 
manufacturers of glass, wood, catalin and 
chrome-faced letters and displays, and of 
all types of advertising displays. The officers 
are Jack Handiiman, president, and Rein- 
hold Nussle, secretary and treasurer. 











—More than 1,000 shoppers attended a spring style show recently arranged by L. S. Donaldson 
Company, Minneapolis. L. J. Holden, display director, planned the 40-foot stage setting illus- 
trated above. The back drapes were of clear cellophane backed with white satin. High 
intensity floodlights in magenta and amber were trained on the background. Among the 
natural flowers and plants employed for the settings were tulips, larkspur, jonquils, hydrangeas, 
ferns, and palms. The center entrance to the stage was in orchid satin, while the stage itself 


and the properties were white. 


An RCA public address system was utilized— 


if 
VARI-TONE 
VARI-BAR 


The Better Corrugated 
Display Material 


Two New and 
Colorful Designs 
Send for Descriptive Booklet DW-2 Today 


WwW 


ACME REY-TRIM CORP. 


305 E. 46th St. New York, N. Y. 














ATMOSPHERE IN 
WINDOW DISPLAYS 


OCEAN, BEACH, 
SURF, SAND 


Graphic Scenic Effects 


inexpensively accomplished 
with these 


Columbia Display Cloths 


Made with the actual materials 
described below. 


SEA SURF e GRAVEL e 
PEARLGRAVEL e CORK e 
PEBBLE e SAND e 
CORAL 


SOLD THROUGH JOBBERS ONLY 








JOBBERS—Write for Samples & 
— if you have not received 
them. 














Columbia Silk Printing Co. 


131-135 Prince St. New York 











VALANCES 


An inexpensive way 
to improve 


Y th) f 
det MU 
Cor Mt 


i 
* 


Send Glass Sizes for 
Samples and Designs. 


Camden Artcratt Co. 


160 N. Wells St., Chicago 








You spend good 


ARDBOARD money for adver- 
tising cutouts er 

EASELS counter merchan- 

‘ 2S dise displays. It 
is economy to use the Stand Pat Easel, with 
special lock feature which insures it against fall- 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel wili out- 
live your display card. Write for samples today. 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 
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“Kitchen Witchery” 


By H. S. GRIDER 


Kansas City Power & Light Company, Kansas City, Mo. 


The thought of a man biting a dog seems 
never to lose its novelty. This terse defi- 
nition of “news” is based, of course, on the 
principle that any reversal of natural pro- 
cedure compels attention. 

Observing this principle, the Kansas City 
Power & Light Company built an unusual] 
display which focused countless eyes on the 
company’s modern electric kitchen, in a man- 
ner that showed the attractive merchandise 
literally “in a new light.” 

The “Maid of Salem” at her 1692 colonial 
fireside, dramatically points an accusing 
finger at a modern 1937 housewife in her 











shining electric kitchen and says, “There is 
the witch!” 

The display, complete in detail, was made 
more effective by its setting, in the lobby of 
the Mainstreet theatre, Kansas City, prior 
to the opening of the motion picture “Maid 
of Salem.” Thus, publicity was multiplied. 
Radio broadcasts and newspaper advertise- 
ments announced “Witchery in a Kansas 
City kitchen!” 

“What would the Salem folk have done 
with the modern housewife?” asked a news- 
paper advertisement. “In her electric 
kitchen, she daily practices pleasant witch- 
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ery that would have dumbfounded our stern 
ancestors. A flick of her finger contro!s a 
friendly power of which the Salem maid 
never dreamed.” 

The attention of observers was centcred 
first on the quaint colonial kitchen. Then 
the accusing finger directs them to the spot- 
less, magical setting of the modern muid; 
the contrast is startling—to say nothine of 
the novel thought expressed. 

The old kitchen was executed faithfully in 
detail, from the maid’s costume to the an- 
cient bellows, andirons, kettle, and logs in 
the fireplace. The guns over the fireplace 
were precious relics. One was a genuine 
old blunderbuss with flaring muzzle. Spin- 
ning wheel, long-handled bed warmer, can- 
dlestick, and pewter pots and plates com- 
pleted the set. 

The display was planned by J. O. Simon, 
advertising manager of our company, and 
was built by the writer, display director, who 
designed and created all properties that 
could not be obtained otherwise, such as the 
walls and the fireplace itself. In our zeal 
to achieve realism, we even took the logs for 
the fireplace to a vacant lot and half-burned 
them before they were placed on the and- 
irons. 

The display was considered to be of suffi- 
cient value to be well insured during the 
week it remained in the theatre. It was 
then removed to the company’s own windows 
where it continued, for an additional period, 
to point forcefully to the advantages of a 
modern electric kitchen. 





Cleveland Firm 
Changes Name 


Frank McCann announces the change of 
the name of the National Window Display 
Service, 1382 West Ninth street, Cleveland, 
Ohio, to McCann Displays. McCann has 
enlarged his business steadily since locating 
in Cleveland and has broadened his activities 
to include, besides window installations for 
national advertisers, the creating and de- 
signing of permanent and itinerant displays 
and exhibits and air-brushed corrugated 
displays. He is also local distributor for 
Colordex corrugated display material. 


—Theatre patrons of Kansas City were 
charmed by the authentic appearance of 
the "Maid of Salem" display created for the 
Mainstreet lobby during the presentation of 
the motion picture of the same name. The 
Kansas City Power & Light Company secured 
much added interest in their modern 
kitchen appliances, the contrast in the two 
settings serving to stress the “witchery” a/ 
the fingertips of the 1937 housewife. Planned 
by J. O. Simon, advertising manager for thé 
utility, the display was the work of H. S 
Grider— 
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THERE’S NO REASON TO PAY 
HIGH PRICES FOR STAPLES 


TAKWIK Staples—Warranted for quality 
and workmanship, are guaranteed to oper- 
ite satisfactorily in your 


KLING-TITE, HANSCO, COMET 
and similar hand compression tackers. 
They are honestly made and COST YOU 
LESS MONEY. 


TAKWIK Staples are used by leading de- 
partment stores. display men and chain 
stores nationwide. 


A 
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TAKWIK Staples come 140 and 84 to the 
strip; 5,000 staples to the box. When 
ordering, specify make of your machine. 
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Send For Our Prices 
You Will Find the Savings Worthwhile 





ot) 


Standard Steel & Staple Co. 


146 West 28th Street New York, N. Y. 











SUMMER 
DISPLAY 


New catalogue now ready featuring a 
wide range of summer and beach display 
products. 


WIRE PIECES 
NAUTICAL PIECES 
BACKGROUNDS 
FABRICS 

PAPERS, ETC. 








Send for Copy of Summer 
Catalogue at Once 


Lewis Display Materials, Inc. 
480 Lexington Ave. New York City 


Styled Displays Sell More Merchandise 








PHOTOGRAPHIC ENLARGEMENTS 


BLOWUPS 


From photographs or printed matter. For window 
and counter display. Mounted or unmounted. 


NEW YORK SOLAR PRINT CO. 


Since 1907 
30 Cooper Square 





New York City 
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Johnson Not To Be Candidate 
For |. A. D. M. Presidency 


The following statement, announcing the 
intention of Robert O. Johnson, Common- 
wealth Edison Company, Chicago, not to be 
a candidate for the presidency of the Inter- 
national Association of Display Men at the 
1937 convention, has been received: 

“Robert O. Johnson, president of the Chi- 
cago Display Men’s Association and I. A. 
D. M. convention director for the Chicago 
convention, August 1-5, has definitely de- 
cided not to be a candidate for the nomina- 
tion and election to the I. A. D. M. presi- 
dency at the next convention. This decision 
is final, according to a statement issued by 
Johnson. His name has been mentioned quite 
generally as the most logical candidate for 
the I. A. D. M. presidency this year. The 
membership of the Chicago Display Men’s 
Association to a man was more than deter- 
mined to see him elected this year, and 
would have exerted any and all honorable 
efforts to achieve that end. So would in- 
numerable other displaymen throughout the 
country who know and admire him for his 
fighting spirit, his executive ability in or- 
ganization building, his straight-forward 
honesty in all personal, associational, or 
other relationships. All know that he would 
have made a splendid president for the na- 
tional association for the year or two years 
immediately ahead. Ever so many men from 
different parts of the country have written 
him, urging that he make the race and 
offering their support in his behalf. How- 
ever, he ‘does rot choose to run.’ In the 
meantime, Johnson is devoting all his ener- 
gies and calents to plans and work likely to 
make the I. A. D. M. convention in Chicago 
next August one of the very best ever held 
during the history of American display. 
Johnson asked to make this announcement 
public and at the same time to extend his 
sincere appreciation to all well-meaning 
friends who have been so kind and encour- 
aging as to pledge their support. 

“(Signed) Carl V. Haecker and Samuel 
Himmelfarb, convention publicity commit- 
tee. 





Samuel Himmelfarb 
Leaves Mandel's 


Samuel Himmelifarb has resigned his posi- 
tion as display manager for Mandel Broth- 
ers, Chicago. His future plans have not yet 
been announced. Himmelfarb is replaced by 
A. Beneducci, formerly assistant display 
manager. 
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REDUCE 


Valance Cost 


INCREASE 


Window Value 


WINDOWPHANIE Val- 
ances cost less, but the 
un que apvearance of the 
carved glass effects is 
more attractive than many other more expensive 
valances. Material is applied directly to win- 
dow. You will find what you want in a large 
variety of attractive designs. Write for illus- 
trated catalogue and free samples. 


D. W. MALZ, 65 Fifth Ave., New York City 
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IBCOFOIL 


The NEW FOIL 
MOULDINGS 


We have enlarged our line to embrace the 
manufacture of a complete range of foil 
mouldings, in gold, silver and copper foil, 
both bright and satin finish. 


This will duplicate all of our chrome num- 
bers and also others to specification. 


Our new pyroxolin colors will make this 
the most comprehensive line of wood core 
mouldings manufactured anywhere. 





DEALERS SEND 
FOR DISCOUNTS 


BERLIN'S “IRBECO” 
CHROME MOULDING 


100 ATTRACTIVE STYLES 100 


AND NEW FEATURES 

Our No. 606 
Per 100 Ft. 
yu” _.. $4.00 


%" .... $5.00 
$6.00 


CIRCULARS AND PRICES 
ON REQUEST 










Sf No.006 
Metal } ‘a ae 





The first thought for Artists’ and Sign Writers’ Suppliex 








309 WV. 44th ST. new YORK CITY. 








WINDOW DISPLAY 
CARD WRITING 


and ADVERTISING 
By Our 


HOME STUDY 
METHOD 


EASY PAYMENTS 
Write for Catalog 


THE KOESTER SCHOOL 


300 W. Adams Chicago 

















CUT-OUT LETTERS for DISPLAY WORK 


3/32 to 1 inch or more in thickness 
IN MANY BEAUTIFUL FINISHES 


KH, More Beautiful 
N and Less Expen- 
sive than Hand 

COMPANY Cut Letters. 


Write for Samples and Price List 
Display & Sign Materials 
BRIDGEPORT, CONNECTICUT 




















38 


Great Falls Club 


Elects Rowe 

Following the resignation of Wayne Snook, 
J. C. Penney Company, as president of the 
Great Falls, Mont., Display Club, Clarence 
Rowe, Berger’s, was elected to succeed him. 
Snook has been transferred to the display 
department of the company’s office in New 
York City. The promotion is a_ well- 
deserved one, although the loss of Snook to 
Great Falls is keenly felt. A farewell din- 
ner was given in his honor by the club which 
he has served so well and he was presented 
with a gift as token of appreciation. 

Howard Gemberling, Montana Power 
Company, has been made the club’s vice- 
president. 

The Great Falls organization again had a 
part in the annual spring opening and auto- 
mobile parade on March 4. Drawn by the 
combination of perfect weather and the lure 
of new Easter merchandise and new cars, 
one of the largest crowds in the history of 
the event turned out for the affair. Windows 
were unveiled at 2 o'clock in the afternoon. 





Southern Tier Club 
Holds Meeting 

Presided over by Bruce J. Alexander, pres- 
ident, the second meeting of the newly- 
formed Southern Tier Display Club was 
held Wednesday, March 24, at the Hotel 
Bennett, Binghamton, N. Y. 

The feature of the session was an informal 
talk by Benno Nathan, a displayman re- 
cently arrived from Europe. Nathan gave 
an interesting comparison between Euro- 
pean and American display methods, stating 
that in the old countries backgrounds are 


DISPLAY WORLD 





usually formed by actual merchandise, rather 
than the painted or cut-out backgrounds 
favored in the states. 

A business meeting followed the talk and 
ways and means were discussed for the 
raising of funds to finance the club’s pro- 
posed activities. 





Lithographers Will Convene 


At White Sulphur Springs 

The Lithographers National Association 
convention at White Sulphur Springs, W. 
Va., on May 11, 12, and 13, will continue the 
program idea which was inaugurated last 
year when a number of speakers not particu- 
larly identified with the lithographic indus- 
try were featured. This year the opening 
meeting will be addressed by George E. 
Sokolsky, well-known writer and speaker on 
industrial subjects. C. B. Larrabee, man- 
aging editor, Printer’s Ink, will discuss the 
relation of lithography to certain classes of 
graphic arts production. Other speakers in- 
clude A. C. Nielson, president, A. C. Nielson 
Company, Chicago, and Turner Jones, vice- 
president, Coca-Cola Company, chairman of 
the advertising research committee of the 
Association of National Advertisers. 





Botanical Installs Trim 
For Fair Pre-View 

Decorative greens and floral embellish- 
ments have been designed and are now in- 
stalled in the World’s Fair pre-view in the 
Empire State building by Botanical Indus- 
tries of America, Inc., 123 West Twentieth 
street, New York City. In addition to the 
firm’s official appointment for this project, it 
has also been selected as official decorator 
for the forty-eight states, Botanical advises. 

















OPPORTUNITY EXCHANGE 








DISPLAY DIRECTOR 


of large industrial concern seeks 
new connection with progressive 
agency, national advertiser or 
display manufacturer. 


This sales promotion executive 
is in his early thirties, single, and 
has had nine years of excellent 
training and experience in the 
development of successful mer- 
chandising programs. 


Please address inquiries to 


“BOX S. F.” 
Care of DISPLAY WORLD 





CAPABLE DISPLAYMAN — Desires 
position. Experienced combination man. 
Proficient at window trimming, cardwrit- 
ing, advertising, and merchandising. 
Address “BOX D. L.” 
Care DISPLAY WORLD 








SALESMAN WANTED 
To carry a complete line of display and 
decorative materials. Write for interest- 
ing proposition. 
Address “BOX F, A.” 
Care DISPLAY WORLD 








DISPLAY MAN WANTED 
Experienced Window Display Man, one with 
or ginal ideas, who can create backgrounds and 
do art work and dress windows in Men’s Cloth- 
ing and Furnishing Store. Knowledge of dress- 
ing forms essential. Write, stating age, past 
experience, qualifications, and salary expected. 

Address “N. R.,”? care DISPLAY WORLD 








DISPLAYMAN WANTED 


Young man—must be ‘consistent worker, 
sober and willing and able to handle 
men’s and women’s wear. 








Midway, Moberly, Mo. 


WANTED 
Salesman to travel for Korrect-Way Display 
Fixtures. Established 35 years. Advise par- 


ticulars, also whether can finance self, enclosing 
photo. 


MELVIN S. ROOS, Factory Rep. 
Sample Room and Office, Atlanta 
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Heller To Design 
New Akron Store 


Robert Heller, New York industrial de- 
signer, has been engaged to design the inte- 
rior of the new eight-story windowless, air- 
conditioned building of The Akron Furniture 
Company, Akron, Ohio. Construction on 
this building, which is the first important 
large furniture store to be built in the East 
since the depression, is already well under 
way and it is expected that the new premises 
will be ready for occupancy by November 1. 
Heller’s plans for this new quarter-millicn- 
dollar structure indicate advanced merchan- 
dising ideas in combination with modern ‘n- 
terior architecture. A smart, modern front 
will feature a revolving window display and 
the selling floors will be characterized by 
the dramatic use of modern colors. The 
problem of scientific illumination will be 
solved by the integration of lighting into the 
modern architectural scheme and by the use 
of the newest types of lighting fixtures. 





Victor Lutter Accepts 
Utility Position 

Victor W. Lutter, former assistant to 
Everett Samsel, display director, Young- 
Quinlan Company, Minneapolis, has accepted 
the position of display manager for the 
Minneapolis Gas Light Company. He suc- 
ceeds Harry M. Reinhardt, who died Feb- 
ruary 17. 





Stroock Display 
Organizes 


The Stroock Display Company, creators of 
advertising displays, 25 West Thirty-fiith 
street, New York City, has been formed by 
Edwin M. Stroock, formerly with Bliss Dis- 
play Company; Ruth Soloway, former art 
director for Industrial Display, Inc., and 
Sidney E. Pollack, of Whelan. Drug Stores 





TENTATIVE PROGRAM OUTLINED 
FOR CHICAGO CONVENTION 


[Continued from page 25] 


contest committee and convention director 
Photographs will be judged before the con- 
vention opens. 

Rule 17. All entries will be judged on the 
following points: (1) sales appeal, (2) orig- 
inality, (3) merchandise arrangement, and 
(4) artistic standpoint. 

Rule 18. All entries must be sent prepaid 
to Dallas M. Schultz, 6536 Lakewood ave- 
nue, Chicago, Ill., and all entries must be 
postmarked not later than midnight, July 15, 
1937. 

Rule 19. After this date (July 15, 1937) no 
entries will be accepted, no matter from 
whom they may be sent. This rule will be 
strictly enforced. 

Rule 20. A complete list of the judges’ 
names must be posted with the photograplis 
at the convention. 

Awards (in all classes): First prize, gold 
medal and 15 points. Second prize, silver 
medal and 10 points. Third prize, bronze 
medal and 5 points. Grand prize, a larse 
silver pedestal trophy will be awarded ‘o 
the member winning the greatest number f 
points. 
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DisPlay 
World 





Display’s Great Monthly Digest 


SERVICE 
BUREAU 


DISPLAY WORLD Service Bureau will 


lad to supply the latest authentic informa- 


about 
you are interested. 


in the display line in 


anything 
If you do not find 


needs listed on this blank, write a sepa- 


letter. 


want 


If we do not have the information 


on file, we’ll find out for you. Avail 


self of our service facilities without cost 


ligat 


ion. This service includes an analysis 


of any display problem. 


(? Air Brushes 


CJ 
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Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Coverings 
Booths, Floats and Exhibits 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 

Crepe Papers 

Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 

Display Furniture 
Display Forms 

Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 
Foils 


L] Fountains 


Grass Mats 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 


(j Lithographed Displays 


CJ 


Mannequins 
Mouldings 

Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 


_] Pageants & Exhibits 


Plaques (Window) 


| Papier Mache Specialties 
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Photographic Blowups 
Plastic and Composition Pieces 
Price Cards—Tickets 
Price Ticket Holders 


(| Sale Banners 
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Socks—Window 
Show Cards 

Show Cases 

Show Case Lighting 
Signs—Card Holders 
Signs—Brass—Bronze 
Signs—Electric 
Sleeve Forms 
Stencil Outfits 
Stock Posters 

Store Designing 
Store Fronts 
Tackers 

Time Switches 
Turntables 


C) Valances 
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Cj 
0 you 


0 you 
0 you 


Firm 


Wall Board 
Window Drapes 
Window Lighting 
Wood Carvings 


wish a copy of their catalogue? 
plan to remodel your store soon? 
plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 


Display Manager...... 


Street 


State 
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PRE-TESTED DISPLAY CAMPAIGNS 
INSURE RESULTS FOR PIONEER 


[Continued from page 21] 

might have had a much more pretentious 
display unit for these belts, but that more 
pretentiousness would have focused attention 
on the display instead of the merchandise; 
the sales would have been much lower and 
the trim would have remained in for a much 
shorter period of time.” 

As a general thing the Pioneer Suspender 
Company does not go into contests, explain- 
ing its policy in this matter with the state- 
ment that for every winner there are many 
losers and many of these feel that they 
should have won. Pioneer has been told fre- 
quently by displaymen that it puts them in an 
embarrassing position with their employers 
to enter a contest and fail to win—on the 
point of actual sales their windows may 
have pulled even bigger returns than any 
of the winners, but it is possible that the 
store management overlooks this fact and 
begins to feel that perhaps it should hire 
the man who wins all the prizes. 

However, the company follows the policy 
of sponsoring any display contest which it 
feels will be helpful rather than detrimental 
to the majority of those engaged in display 
work. This is illustrated by the fact that in 
1936 it cooperated with the International 
Association of Display Men in promoting a 
contest based around the display of its 
products. With a final quotation from Drey- 
fus: “Our policy is dictated by a desire to 
do the greatest good for the greatest number, 
rather than selfishly looking out for our own 
interests and forgetting the displaymen and 
retailers. Our primary consideration is in 
doing everything we can to help the cause 
of display and displaymen and to _ bring 
about a more general and more thorough 
appreciation of the display department and 
the place it has in merchandising.” 


New Display Company 


Formed 

Harold Roth, display counselor, has re- 
signed from Bogert-Ruess and has_ been 
elected president of the newly organized 


Ad-Ex Displays, Inc., designers and build- 
ers of advertising display and exposition 
booths, with executive offices and factory at 
533 West Twenty-fourth street, New York 
City. 





Royal C. Gordon Appointed 


Staulcup Associate 

Royal C. Gordon, formerly with E. I. du 
Pont de Nemours Company, has been ap- 
pointed associate to Roy M._ Staulcup, 
director of the merchandise display division 
of Pettingill & Fenton, Inc., New York City. 





New Display Service 
In Cincinnati 

Merril Hermanson and Junius J. Fisher 
owners of the West Virgina Advertising 
Company, Huntington and Charleston, W. 
Va., have formed the General Display Cor- 
poration with offices in Carew tower, Cin- 
cinnati, Ohio, to conduct a display installa- 
tion business in Cincinnati and vicinity. The 
new company will also act as distributors 
of display materials. 
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Modernize your windows, in- 
teriors and floor cases with 
VENETIAN SHADES. The 


material is of highly trans- 
lucent PARCHMENT. Four 
r beautiful color combinations. 
White with ee Nile 
Green with ite apes, 
MARARAD Peach with Robin-Egg Blue 
CAN FILL Tapes, Canary Yellow with 
EVERY Black gb ig — me «4 
48” wide x 84” long. 
ageonnacental Summer Specialties 
HEED @GRASS MATS & CLOTH 
e@SUMMER CRASHES 
td @PEARL BEACH CLOTH 
@MOULDING & PAPERS 
Samples @DISPLAY FABRICS 
and Prices @LEATHERETTES 
2 @FLEX-0O-CREATIONS 
on @ WALLBOARD 
Request @PLYOPHANE 


@CHROME PRODUCTS 






7 | = 
FABRIC CORPORATI ON. 


N. ¥.—130 W. 46th St. 
Chicago, 6 E. Lake St. 
St. Louis (DeSoto Hotel) Cleveland Detroit 





Boston 








MILEO 


MANNEQUINS 


A new and complete line of flexible 
and rigid models. 
The choice of discriminating display 
men and retailers. 
Factory and Showroom Now Located at 


7 West 36th Sireet, near Fifth Avenue 
New York City 

















ARTISTIC DISPLAY MFG CO. Inc. 
301 WEST 54TH ST. ry 


cae ee YORK a> 6 
oe All styles 


OF— 

of wood, chrome 
metal faced and cata- 
lin letters in stock and 
made to special order also on 


COLORED MIRROR BACKGROUNDS 

















The Aristocrat of 
PRICE MARKERS 


Smart Interchangeable Metal 
Numerals and Letters Chrome 
Manufactured by 


Combination Produets Co. 
64-74 WEST 23RD ST. NEW YORK CITY 


Satin 








Actual Samples sent on request 




















i" 


COROCRAFT 
PRODUCT 


e@New Designs 
eldeas for Spring 
@Exclusive New Materials 


The Accepted Standard of Cor- 
rugated Display Material Used 
by Smart Displaymen Every- 
where. 
Corobuff and Corocraft 
Products are carried in 
stock by dealers all over 


the U. S. and Canada. 


Their stocks contain Smart, New, 
Spring and Summer Materials. 
For information, see your dealer 
or write for catalog to 


v 
WINDOW ADVERTISING, Inc. 


National Sales Agents 
Room 711 
175 Fifth Ave. 











New York 








ICE NI AN NE 
JOBBERS-- 
1937 Is In! 


The new silhouette bodies featuring square 
shoulders and high bust is one of the most 
important developments in the 1937 Spring 
Season line of Masso Mannequins. 


One more new development will be our 
new artistic figure which is now ready. 
This figure will retail for $100.00. There 
is nothing smarter in the market. Those 
who know distinction will prefer our new 
Aristocratic Figure. it will be made both 
with silk wig and molded hair. 


We also have lower priced figures for the 
stores which want the more economical 
prices. 


FELIX MASSO 


215 West 20th St. New York City 








HAMBURG 
‘GRASS MATS 


| 





Close crop grass of luxuriant tex- 
ture—fast color—2 grades 32-row 
and 56-row. 


Largest stock in United States for 
immediate shipment anywhere — 
any quantity. 


HAMBURG FLORAL MFG CO., INC. 








Hamburg, New York 


ePlease Mention DISPLAY WORLD 
When Writing Advettisers 





DISPLAY WORLD 


April, 1937 


—Gears, rather a drab subject, have been made interesting through the use of light, color, and 


motion in this display for The Tool Steel Gear & Pinion Company, Cincinnati. 


Designed and 


built by Advertising Displays, Inc., Covington, Ky., the exhibit is 20 feet long and has motion 


in four places. 


Unbreakable glass shelves, indirect lighting, and chromium letters and rim 


played important parts in the construction— 





New Metal Moulding Display 
Material Catalogue 

An interesting and completely illustrated 
catalogue has been issued by Ames Metal 
Moulding Company, 226 East 144th street, 
New York City, in which their line of dec- 
orative moulding in a variety of shapes and 
finishes is fully described. Copies will be 
mailed upon request. 





New Company 
Established 


John M. Palmer and ten members of the 
organization have resigned from the Palmer 
Advertising Service Division of the U. S. 
Printing and Lithographing Company to es- 
tablish a new firm, Palmer Associates, with 
headquarters in New York City. 





Brevard Hoover 
Adds to Duties 

Brevard Hoover, advertising manager, Bon 
Marche, Asheville, N. C., will in future 
direct promotions and window display as 
well as supervise radio and 
advertising. 





Arthur Cowley With 
Davids, Buffalo 

Arthur G. Cowley has joined the firm of 
Davids, Buffalo, N. Y., as display manager. 
He was formerly with W. I. Addis Company, 
Syracuse, N. Y., in the same capacity. 





Elliott Hunter To 
Hennesy’s 

Elliott Hunter, formerly with The Paris, 
Great Falls, Mont., is now display manager 
of Hennesy’s, Butte. 





Rolland Pease Joins 
Draper's, Yakima 

Rolland Pease, formerly of Great Falls, 
Mont., and first president of the display club 
in that city, is now with Draper’s, Yakima, 
Washington. 
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